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Irwin Displays Catch “Buying Eyes” 


Only a man totally blind depends upon his other 


senses to make his purchases. Even then he may 
ask the advice of someone nearby who is blessed 
with good vision. 


“Buying Eyes’ are those that see color, quality, 
style, etc., and it’s those eyes this IRWIN Screw 
Driver Display will catch for that ‘“‘extra sale’’ and 
“profit.” 


IRWIN’ spared no expense to make this new Screw 
Driver Display one that you will be proud to put 
on your counter or in your window. It’s bright, 
colorful and compactly made of all steel. It 
measures only 7” long and 4” wide and requires 
but very little counter space. 


This Advertisement Prepared by Fischer & Bambrick, Inc., Dayton, Ohio; 


DON'T FORGET to insist on IRWIN. 


The best part of it all is that you purchase only 
one dozen IRWIN drivers to get this FREE Dis- 
play. The assortment is made up of 1/3 dozen 
each of the 4”, 5” and 6” sizes with blades running 
clear through the handles. All are genuine Irwin 
Drivers of high quality steel with large comfortable 
mahogany handles. You get a good selection of 
the best selling sizes, each to sell at the popular price 
of 25c. 


Order yours today—ask your jobber for an IRWIN 
No. §D12 Screw Driver Display. Put it near your 
wrapping counter or register and watch the ‘‘extra 
sales’ you get from the “Buying Eyes That See.” 
The Irwin Auger Bit Company, Wilmington, Ohio. 


It's the only Screw Driver line in America 


that bears the label of The American Institute of Fair Competition, Inc. 


Editorial Index - Page 25 
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ONLY 26 DIFFERENT BRUSHES: 


nis . Gud a baush fer every customer 


Choosing a line of paint brushes for your store... the right You may buy any or all for open stock. But, by purchasing 
number, correct styles, best sellers...has become as easy in the scientifically-determined groupings of the system, you 
as rolling off a log. No more blind stabbing, no more hopeful also secure eye-catching, sales-making displays ... displays 
guessing. Today, you can order the Wooster 3-Point Mer- in which all brushes are interchangeable. 
chandising System and get a simplified, condensed, balanced Swing the Swinging Sampler from wall or shelving space 
and profitable line. ...put the Counter Sampler and the Variety Vender on 
Twenty-six different brushes make up your entire line table tops or counters in your store...and 
under this system... brushes for every customer from the watch brush sales climb to new highs! 
master painter who demands a big husky wall type, to 
the lady who “‘just wants an inexpensive brush to do a 
little spring painting.” 
Not a slow-moving or dead number in the lot, either. ShOsTER a 
These brushes have shown the most remarkable sales re mS 
record in the entire Wooster line. a 


WOOSTER = BRUSHES 


THE WOOSTER BRUSH COMPANY 
a 
M 


WOOSTER ° ° . OHIO rT. 
THE WOOSTER 3-POINT MERCHANDISING SYSTE 



























HERE IS AN 
ABSOLUTELY NEW 


SOURCE OF PROFITS 


YALE OIL 


(Made by the makers of YALE Locks and Hardware) 


LUBRICATES e PREVENTS RUST apes: 
ANTI-RUST 
HIS remarkable general-purpose oil is new to UBRIC ATING 

the trade...it is new to the public...BUT for the att 
PROFIT-BUILDING past 25 years it has been used on the world’s 
MERCHANDISING finest bank vault mechanisms. It was developed 
HELPS by our Bank Lock Department for that purpose. 
Yale Oil is packed onedozen Bankers, long familiar with this fine quality oil, 
tubes in a display carton. used it on their guns, their fishing tackle, electric 
Each carton is a”silentsales- motors, tools, household equipment—as well as 
man’. These attractive dis- 41 their vaults. As a result of the popular demand 
plays and counter cards will . : : 
sell Yale Oil for you. which has been created, we decided to offer it 

to the general public. 








SUPREMACY PROVED ° 





rchasing BY TESTS 
| Before marketing YALE OJL as a general- 
a the purpose oil we tested it with adnaiis ap- ® | N | U B ib %y 
isplays paratus in comparison with every other 
known brand. We tested it for ieieiteitinn FOR CONVENIENCE AND ECONOMY 
qualities and for rust prevention. In every YALE OIL comes in tubes (I5¢ and 25¢ * 
lig space test YALE OIL proved supreme. sizes). The collapsible tube, the most 
re nepal YALE OIL is a different oil... both in efficient and economical container, 
£ composition and results. It has greater vis- enables application by thumb pres- 
~  coscity or “body” than ordinary oils. It stays Sure into small bearings and difficult 
put—doesn’t drip and can even be used on joints, regardless of temperature. 
kitchen mixing utensils. It has an amazing 
affinity for metal—spreads quickly... lasts 5 ae , 
indefinitely. ..doesn’t gum. There is no other . 


oil like it. 


COUNTLESS USES INSURE REPEAT SALES AND PROFITS —YALE OllL 
does everything a general purpose o | is expected to do— and does it 


better. Get ina stock quickly. When your customers see it they will buy it 


THE YALE & TOWNE MFG. CO. 


STAMFORD, CONN., U.S.A. 
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Bas FIVE STAR VALUES 


. Only fastest selling staple items in this assort- 
ment, chosen from experience of hundreds 
of dealers. 











2. Individual packages increase counter sales— 
quicken turnover—with less handling. 


3. Compact caster stock handles 90% of caster 
calls from minimum investment. 


4. Features only Double Ball-Bearing Household 
Caster at popular price. 


. 67%, Profit if you order now! 





BOOST 
YOUR PROFITS 
AND SALE OF 
SPRING HOUSE- 










= CLEANING 
an 
net profit ITEMS 





ASK YOUR JOBBER... 


Makes quicker 
HE CAN SUPPLY YOU FROM STOCK 


counter cash sales 


READ WHY THESE SUCCESSFUL RETAILERS WANT 


Johnson Hardware Co. 

St. Louis, Mo. 

It provides an excellent combination 

of compact, fast turning merchandise 

Lot ge edge pail good 

margin of profit, and we’ would most 

welcome lacing extension of this 
we A. Johnson 
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Last Fall this sensational Caster Deal was limited to 3500 retailers . . . 
it launched a modern method of caster merchandising . . . a surer way 
of increasing caster profits. Retailers from coast to coast wanted to 


cash in on it! 


Again we offer the tested 67% Profit Deal to the first 3500 retailers 


who place orders. 


And in addition, we offer Cash Prizes to winners of the Faultless Caster 


Window Trim Contest. 


FAULTLESS CASTER CORP. 
Dept. HA-2, EVANSVILLE, INDIANA 














FEATURING 
THE ONLY 
DOUBLE BALL 
BEARING HOUSE- 
HOLD CASTER 
AVAILABLE AT A 
POPULAR PRICE 










FAULTLESS 67% 


Pill, Inc. 

Cambridge, Mass. 

Your FIVE STAR DEAL sales have 
been a good leader for hardware 


stores to sell. It has proven that goods - 


displayed are sold by showing it on 

counters. It sells itself! Please send us 

another FIVE STAR DEAL display. 
Samuel W. Pill 
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set of No. 8458 or others of the better 


James & Hawkins, Inc. 

Long Island City, N. Y. 

A trial use of the Five Star display in 

one of our branches indicates that it 

does accelerate sales of al! casters 

and the better ones in particular. By 

its demand of their attention, cus- 

tomers who come in without a 
of casters often leave with a 


grade. Oliver Monroe 


PROFIT DEAL REPEATED! 
























ELECTRIC SHAVING 
is Sweeping the Country 


The pioneering is over! American men are going for 
electric shaving in a big way! They are thinking and 
talking it everywhere...and buying in thousands daily! 


MOTOSHAVER 


MARK RE 





brings you Electric Shaving 


Perfected! 


The Electric Shaver which is distributed through 
wholesalers—and they are making it a Sensation! 


RETAILS AT § 50 
ONLY... ’ 


The customer pays LESS — but the retailer makes MORE! 





RETAILERS! Take advantage of our SPECIAL 
PLUS-PROFIT DEAL-—open for a limited time only. 
Ask your wholesaler about this bonus deal—and the 
advertising allowance. Stock now, in time for Moto- 
shaver’s powerful advertising campaign in such mag- 
azines as Esquire, American, Collier’s, New Yorker and 
Time! If your wholesaler does not handle Motoshaver, 
tell him what he is missing. And send us his name! 


WHOLESALERS! There are still a limited number 


of desirable territories available! Write for particulars! 


MOTOSHAVER INC. 


SUITE 332 VAN NUYS BLDG. e LOS ANGELES, CALIF. 





sss YY YY YN YS EEE PEE 


MoTosHAVER is the only 
streamlined shaver and has 
the most attractive package. 
Strongest motor...fastest ac- 
tion... longest life. With its 
patented double comb-head, 
it strokes both ways and never 
misses a hair! 


Self-sharpening, selt-cleaning, 
cannot clog. Effective with the 
toughest beards and takes less 
practice than others to get a 
close, clean shave. A favorite 
with women for their personal 
use. Demonstrates to perfec- 
tion! A single stroke down the 
arm leaves the skin absolutely 
clean! And it is backed by the 
longest guarantee —18 Months! 


* 
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CORBIN CABINET LOCK COMPANY 


THE AMERICAN HARDWARE CORP., Successor 
NEW BRITAIN, CONNECTICUT 
NEW YORK ¢« CHICAGO e« PHILADELPHIA 


ATTRACTIVE 


WINDOW 
ASSORTMENT 900 


DISPLAY Includes twelve tested favorites 
; : a —all quick-turning items. You: 
Centerpiece 35” x 36”, litho- ne . r 
customers can select at a glance 
graphed in eight brilliant col- . 
. Xen FU any of these popular-priced de- 
ors. Has circular shelves for Bipinde ‘ 
“i ‘ f pendable Corbin Padlocks. 
attractive display of actual $ , . 
merchandise. A compelling . f } Sell from stock, rather than from 
eye-catcher—a real sales — Be ‘es Vet -« = “a the board, and let your display 
builder. : ‘~ 4 she | j ; ' ch? always work 100% for you. 
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PETERS PEPS UP YOUR WHOLE LINE — MAKES 
YOUR STORE SPORTSMEN’S HEADQUARTERS! 


Like to sell more rifles? More guns? More hunting, camp- 
ing and fishing equipment? You can... easily . . . if 
sportsmen patronize your store regularly. 

Ammunition brings them in more often than any other 
single item. So the kind of ammunition you carry is 
mighty important. That’s one reason why alert dealers 
go for Peters. Sportsmen like the whole line. 

Peters Filmkote .22’s are a particular favorite because 
they’re immune to climatic changes . . . keep rifles clean 
and smooth-functioning . . . maintain a uniform barrel 
condition . . . and improve accuracy. 

Better get started on Peters Filmkote now. Get in touch 
with your jobber, or write to the factory direct. 


PETERS CARTRIDGE DIVISION, Remington Arms 
Company, Inc., Dept. B-22, Bridgeport, Connecticut. 














1887 ° PETERS ANNIVERSARY ° 1937 
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VITA-VAR ‘ 
proscih T p ong 
PAINT 


MERCHANDISING 


PLAN 
in The pane 


ind uhlp 
iy for 
50 years! 














THE VITA-VAR 
Q2uakity Guarantee 


t ANY and ALL 
competition AT A PROFIT 
..a plan that lets you sell 
HIGHEST QUALITY paints 
at 20” to 50°. MORE 
PROFIT! Send for complete 


/ details today! 


Send this coupon for details NAME 


 rrercerecesmesressnnnsseccnn teers ane e cane ERAN 
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Engineering Experience 
and Sales Success will 
help you turn Washer 
and Ironer Sales into 


Record- Breaking 
PROFITS 


HLL TLL 


Ml 
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@ When you point out the great engineering back- 
ground of the 1937 Norge Autobuilt Washer and 
Norge Duotrol Ironer, half the sales battle is won. And if you follow the 
sales promotion plans that have made these two appliances set new sales 
records for dealers the country over, you'll make more money than you 
thought could be made selling washers and ironers. 


Like every other Norge product, these two great, new, home laundry 
units have vital differences that can be demonstrated—and their most 
compelling sales features are exclusively Norge. 


Get in touch with the Norge distributor in your vicinity today. Ask 
him about last year’s records on Autobuilt Washers and Duotrol Ironers. 
Then decide to make record-breaking profits yourself in 1937. Liberal 
finance plans make it easy to be a Norge dealer. 


NORGE DIVISION Borg-Warner Corporation 


606-670 E. Woodbridge Street, Detroit, Michigan. 
WI-t 





a a 
NEW! PRESSURE-INDICATOR 
WRINGER HELPS MAKE 
CLOTHES LAST LONGER 
A sensational Norge development! 
A sales feature that a woman can 
understand. She will see its value 


with her own eyes. Only Norge 
will have this great improvement. 














ROLLATOR REFRIGERATION 
(DOMESTIC AND COMMERCIAL) 


com WORGE 


WASHERS AND IRONERS Matched Laundry 


® 
WHIRLATOR OIL BURNERS 
10 


HOME APPLIANCES 


GAS BURNERS 
FINE-AIR FURNACES 
COAL STOKERS 
AIR CONDITIONING 
CIRCULATOR ROOM HEATERS 
HARDWARE AGE 


KEYSTONE CAic-Mesh 






a aAUSIS NETTIN 


be 
cS ABEITER FE NCE 
4 costs LESS. 


There’s demand for a fabric like this. It’s a real 
fence, closely spaced enough to serve every purpose 


a & of netting for yards and runs, yet lower in cost, and 
aaasnenere cheaper to erect—a double saving to your customer. 

, ¢ of [| ry wt ft Made like farm fence, with tension crimped line 
— HH seteeate wires, stiff stays and non-slip knots. Stays are 2 in. 
ry<ge?*tf?tY?t?ftt?t tT apart. Five bottom spaces only 1 inch high. Top 


) J spaces 2x4 inches. Made of 18 ga. wire, with 1514 
j ga. top and bottom. 
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Made by the makers of 


OR | _ RED BRAND FENCE 
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Woven of the same ‘‘Galvanneal- 
ed” copper-bearing steel wire that 
makes RED BRAND fence last 
years longer than others. 









Write for the Keystone catalog, ’ sgh 
describing Chick Mesh fabric, a ABEND ys; 
full line of poultry netting fence, Ai 
steel - posts, nails, staples and 
fencing supplies. It’s a profit line. 


EEL & WIRE COMPANY 


PEORIA, ILLINOIS 
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48 Hours late this man 
became a C opeland Dealer 


@ You don’t need a big bankroll to handle the 1937 
Copeland line of refrigerators. 

Our new floor financing plan attaches far greater im- 
portance to your personal reputation than to the “net 
worth” figure on your balance sheet. 

And so we invite letters, such as the one above, from 
reputable dealers everywhere—from dealers who want to 
grow with Copeland. 

New discounts, a big national and local advertising 
program and a new and bigger line of strikingly beautiful 
models, each refrigerated by the famous Copeland twin- 





cylinder compressor, are attracting scores of new dealers 
to Copeland these days. 

To learn what Copeland will do for you—how Copeland 
will help you make profits, write TODAY to J. D. McLeod, 
General Sales Manager, Copeland Refrigeration Corp., 
Detroit, Michigan. 





There are substantial profits, too, for commercial refrigeration dealers in the sales 
projits, , Tg 

of Copeland Commercial Heavy-Duty Refrigeration Units, thousands of which are 

purchased annually by restaurants, soda fountains, dairies, hotels, markets, hospitals. 


COPELAND 


REFRIGERATION CORPORATION. DETROIT. MICH. 
A DALLAS E. WINSLOW INDUSTRY 





PIONEER MBAR? FACE TRS RS O F REFRIGERATION 
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EXTENSIVE SPRING AND FALL ADVERTISING IN LEADING NATIONAL MAGAZINES 


Yh not Every Day! 
DICADOO 


IT MAKES FRIENDS .. AND PROFITS FOR YOU 


Can you imagine anything harder than scrubbing painted -wood- 
work and walls the old fashioned way? Or anything easier to sell 
than a Paint Cleaner that banishes such drudgery? 


DIC-A-DOO is the modern swift Paint Cleaner that works like 
magic. Just put it on—wipe it off. Contains mo abrasives to destroy 
surfaces. Quickly removes dirt, grime and grease. Restores origi- 
nal brilliance. A cereal preparation—actually makes hands softer. 


Scores of uses. Easily cleans any surface not 
injured by mild soap and water — without 
rubbing or scrubbing. : 


Why not recommend DIC-A-DOO to 
everyone who comes into your store? 
Your customers appreciate such infor- 
mation. . . You'll like the long quick 
profits. And repeat business. 


Ask your jobber. 1 lb. packages, 5 lb. bags, 
20 Ib. pails, 25 lb. bags. 



































ORDER THIS Special ffisortment No. 3 





DIC-A-DOO 
Paint Brush FROM YOUR JOBBER 
Bath Introductory Assortment at a SPECIAL PRICE allows you over 60% mark-up. 
18—1 Ib. pkgs. DIC-A-DOO a SPECIAL 
2 display containers, 5¢ Brush Bath . . . . 1.60 
FREE 1-oz. samples, circulars and display card. 7A 75 
Regular Cost . . . $4.98 \ @ 
| Pomelvep  Femete brushes. All in one convenient case. (Gross weight 32 Ibs.) CASE 
Quick gh pa aaa Bnanies you to sell poser 
ru ° n . 
2 doz. packages in self-selling display contsiner. PATENT CEREALS COMPANY Dept. H-22. GENEVA, N.Y. 
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The BIG Fish 
That “Didn’t Get Away” — 


Visualize a fisherman with arms extended to show the 
SIZE of the fish that “got away.” Now picture an- 
other fisherman showing the big fish he caught and 
the tackle he used. : ‘ 
What a “Whale of a difference” a sturdy : 
Rod and Reel makes when the big fellows Weight Fr teat 
strike and pull. That’s why we put the 
“Stuff” into “Union” Rods and Reels that 
makes them dependable. You'll find the 
1937 line as irresistible to fishermen as 
Japanese Feather Lure or shrimp are to a 
hungry sailfish. 


“UNION 
Fishing Tackle Lovet Witnee, Reet 




















includes Solid, Tubular and Telescopic Steel Rods, also Split 5 
Bamboo Rods of quality for both fresh and salt water fish- 
ing. Also Fishing Reels that make fishing a pleasure. A few 
leaders: 4 
No. 7169—An ideal reel for fly fishing. Very light weight 
metal. Hardened steel line guides. Will carry full yardage 
of any fly line. Black finish. Big seller. 
No. 7266—A smooth running quadruple multiplying reel. 
- Bright nickel finish. Adjustable jewel bear- 
@ Seven foot sailfish caught off Port ings. Double balanced crank with white han- 
Sewall, Florida, by Mr. William F. q dles. Capacity 60 to 80 yards. 
Hoerle, factory manager of the No. 56-641—Two piece flame finished split 
Union Hardware Co. bamboo boat rod. Distinctive appearance. 
Lengths 514 to 7 ft. overall. 4 
ci - é No. oe Split Bamboo Surf Cast- 
ing Rod with flame tempered one-piece tip 
—— No. 4952 and 30-inch detachable spring butt. A beauti- 
ful rod. Tip lengths 6, 614 and 7 ft. 
No. 56-836—“Union” Split Bamboo Regula- 














Tubular Steel Casting Rod tion Rod with flame tempered tip. Has chair 
A seamless tubular steel casting rod, with the new socket fr and fall ak va Ps weckeont with 
aleminem die-cast handle, and very flexible tip Union” positive screw locking feature. Beau- 
action. An extra sheath of Black at the butt end tifully wound with Jasper and Black Silk and 
Sa mea Lene > rr ee finished with waterproof varnish. An exclu- 
sive “Union” feature is a Black waterproofing 
oe sheath extending well above the forward hand 
grasp. It gives the rod a distinctly attractive 
Ben ome = No. 4526 appearance. In partitional khaki bag. Fur- 
“Union” Steel Telescopic Bait Rod nished with 18 or 21 in. handle—5 ft. tip seated 
A real value in telescopic rods. This rod has four —welgn at tip ahout Pom. Also wiS oe 
joints, agatized guides with a shaped reversible over 12 ozs. 
Ars £2, oie y cam-locking reel band. Lengths Send for complete 1937 
~ Fishing Tackle Catalog No. 18 
* - Your Jobber 
Will Supply You 
CS  — oe 





HARDWARE COMPANY 


No. 56-196 Bamboo Fly Rod 


Selected ‘‘Union’’ brown toned split bamboo. Three 
pieces and extra tip. Nickel silver mountings, 
‘“‘Union’’ positive screw locking reel seat. Solid 
cork shaped grip. A sturdy, well constructed rod 


This 
TORRINGTON. CCNN. 


—beautifully wound and finished. Lengths 8%, 9 (ORK OFFIC 
No. 56-641 NEW VORK OFFIC 








No. 56-961 No. 56-836 





and 9% ft. 


QUALITY PRODUCT 
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FREE COUNTER DISPLAY 


We supply free with No. 340 as- 

sortment the attractive 3-color Dis- 

play card shown above. 12”x 15” 

with double easel. 29 drills. Price, 
$16.88 


ORDIMARY KWI*KOT 


KWI-KUT CUTS ON CIRCUMFER- 
ENCE ONLY. DRILLS ROUND HOLE. 


KRAEUTER & CO. 


(Pronounced KROY-TER) 


NEWARK, N. J. 














Here is the FASTEST-CUTTING 


CONCRETE DRILL you ever saw! 


KWI-KUT is an improved type of Concrete Drill so 
constructed that it cuts around the circumference of 
the hole — expels chips automatically — cannot wedge 
or bind—and consequently is about 50% faster than 
the ordinary drill. 

KWI-KUT needs less rotating than other drills, is 
made of fine tool steel accurately tempered, and be- 
cause of its special shape is easier to sharpen. Any 
good mechanic can save the price of a drill in two 
hours work, or less. 

Your customers NEED this new and better Drill. 
It will save them time and money — and make money 
for YOU. Note FREE COUNTER DISPLAY shown 
at left. 


No. 340 KWI-KUT CONCRETE DRILLS 








Manufacturers of Highest Quality Pliers 


and Tools Since 1860 
“Ask Any Mechanic” 
FEBRUARY 25, 1937 





























KRAEUTER & CO., Newark, N. J. 
Gentlemen: 


Drill for testing. Here is 10¢ to cover postage. 


less my discount. 
MR, fig csi gr ane bass 3 bossa 


(C] Send me a %”x 8” (the 40¢ size) Kwi-Kut Concrete 


C] Send me the No. 340 Assortment. 29 drills, for $16.88, 


Weight Price Weight Price 
Size Length Per Doz. Each Size Length Per Doz. Each 
Yin. x 8in. Me Seer $.35 ¥2 in. x 12 in. i ae .$.55 
¥% in. x 8 in. i’ err 38 5% in. x 12 in. 6% lbs. .. .60 
¥%2in.x 8 in. er .40 ¥% in. x 12 in. 8% Ibs. .... .70 
YY in. x 12 in. ae .50 %m.212in. 12 Te «...... 2 
¥ in. x 12 in. ae .50 fm2igm. 10 Me ..... 1.00 
Patent Applied For 
SS 
Yor SIZ 
‘BANS By 
y Jy NZ 
4 V fo SSA ot 
2 Oi; \N ey, 7 
iA \ NZ 
Wg eG 
iJ Ws a 
oA, \INIZ 
f° Va, \ WN Co “ 
“eo, WN 7S 
PO NJ - 
LG, Sted 
(242% IZ 
ale — Vo fb 
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CYA YO te 
C4 tL B/O4%O5 
Here’s how the KWI-KUT Concrete 
KWI-KUT BREAKS OUT CENTER Drill cuts on the circumference, break- 
PORTION. DOES NOT WEDGE. ing out the center portion. 
ch date ci iba ec a i ing nd a nc nani ; 
HA 
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sensitive fingers ... profound 
knowledge of fiber values... 
these are the first guardians 
of Plymouth Manila Rope 
quality. In spite of the care used in the grading 
of fiber where it is produced, our own experts 
examine and re-grade it here at Plymouth. 
Bales are opened, the hanks thoroughly 
shaken out, and the fiber minutely examined 
for color, texture and extent of cleaning. 
Years of experience enable these men 


to determine the particular product for 





Anton Bruehl 


which each parcel of fiber is best adapted. 

The same scrupulous attention of skilled 
men is brought to bear on every step in mak- 
ing and controlling the quality of Plymouth 
Ship Brand Manila Rope. Plymouth dealers 
profit by consumer preference for Plymouth 
Cordage products, built up through 113 years of 


manufacturing a rope of unsurpassable quality. 


PLYMOUTH CORDAGE COMPANY 


NORTH PLYMOUTH, MASS., AND WELLAND, CANADA 


Sales Branches: New York, Boston, Baltimore, Philadelphia, Chicago, Cleveland, New Orleans, San Francisco 
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SAY WOMEN WHO SEE THIS ENTIRELY 


HER 





ZENITH beats all competition in a 
show-down... with exclusive features 
it closes sales fast...and has already 
opened new profits for 5,000 dealers 





Gentle 
rubber hands make 
clothes much whiter 
by forcing clean sur- 
face water through 
them. Easy to show 
how this saves time 
and wear. No other 
washer has this mod- 
ern top agitator. 


Exclu- 
sive Zenith separator 
keeps each piece free 
so hot suds can pass 
through instantly. 
Demonstrate with 3 
braided towels which 
will quickly separate. 
Shows how clothes 
cannot tangle. 


all 
cast aluminum, auto- 
matically applies 
equal pressure to any 
fabric. Demonstrate 
with handkerchief 
and blanket. Nothing 
like it. And the big 
cushiony rolls are 
kind to buttons. 











Only 5 moving 
parts. Test model still 
running after 12 years 
continuous operation 
without oiling. Beats 
all washers for quiet, 
trouble-free service. 
Nothing to get out of 
order. Nothing to ad- 
just. Nothing to oil. 


Because 
Zenith has efficient 
top action and holds 
/, more clothes it gets 
wash done 40 minutes 
quicker. Zenith will 
actually save women 
many hours of labor 
each month, and give 
them cleaner clothes. 


Tell prospects to 
compare the price of 
Zenith, model for 
model, with any other 
make. They will dis- 
cover that Zenith 
saves them as much 
as $20. Yet no other 
washer gives them 
all these features. 





Distributors! Here’s YOUR ticket to 
Quicker Sales .. Bigger Money ! 


Washer sales come thick and fast when you 
can demonstrate half a dozen features no 
competition can match! Ask any of the 5,000 
dealers who last year doubled and tripled 
sales with Zenith, the amazing new type top- 
action washer thdt already has brought hap- 
piness to 150,000 homes. The coupon will 


bring you complete facts about the attractive 
Zenith franchise. It’s your ticket to better 
times. Clip and mail it today! 













8 out oF IO WOMEN WHO SEE 
ZENITH IN ACTION Buy IT / 


g 
a 
© 
s 

~ 

* 
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pare epee’ about Zenith franchi + 
h Tul a 
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STAR ADRIAN 

BEN HUR ® helps you sell.” Mid-States will 
“stand good” for everything 
that bears its name. 


The product. Famous patented 
“Galvannealed™ copper-bearing 
steel fence that outlasted all 
gw others during the rigid “Gal- 
veston test,” and yet, costs no 

more than ordinary fence. 


The advertising. A forceful radio 
and direct mail campaign that 
? will enable you to find and sell 
® the real fence prospects in your 
e territory. 


Co-operation and _ reliability. 
MIDSTATES works right 
with its dealers . . . literally 
“gets behind the counter and 


a 





\ 
1 fll 


Uji s41i)); a 


Peer 
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ON 3 COUNTS 


It takes PUNCH to sell fence. Three good punches in 
fact . ..a good product, well-directed advertising, and 
the whole-hearted co-operation and reliability of the 
manufacturer. That’s exactly what MIDSTATES 
offers its dealers. A product that’s easier to sell; an 
advertising campaign that will bring real fence pros- 
pects; the reliable backing of a company whose prod- 
uct, next year, or 10 years from now, will be of the 
same high quality as it is today. 


The 1937 plans will interest you . . . why not mail us 
a card today? 


SO'STATD 


STEEL & 
WIRE Co. 


Crawfordsville, Indiana 





Dept. M-36 
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This book shows the 
way to increased 
profits andenhanced 
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Samson Spot Sash Cord, because its superior endurance saves its 
price, over and over again, by preventing the costly replacements 
so often required when cheaper sash cord is used — Phoenix 
Sash Cord is good window cord when a moderate priced cord is 
required and is the best for Clothes Line, because it averages 
three times the strength of cheap braided clothes line — and 
lasts years longer. Most customers will thank you for showing them 
why just a few cents more, spent for either or both of these quality 
products, will save them dollars in the long run. 

In addition to Samson Spot and Phoenix Sash Cords we manufacture other 
brands of sash cord to meet all requirements for quality and price; also braided 


cord of all kinds and sizes, including awning line, mason’s line, shade cord, 
venetian blind cord, etc. Ask your jobber or write to us for samples. 


SAMSON CORDAGE WORKS 


BOSTON, MASSACHUSETTS 
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CHANGING THE INSECTICIDE PICTURE! 










FLIT—The fastest selling 
insect killer, willnow move 
faster than ever! 


The most generous free goods offer ever made by Flit— 
One dozen Flit free with every two dozen you buy. 
As always, the powerful national advertising behind Flit 


makes it a household byword. The moth season will soon 


be on. Remember Flit quality customers are satisfied 





customers. Cash in on Flit’s reputation. Stanco Distri- 
butors, Inc., 2 Park Ave., New York City. 


A staNco W/-- SO) 
PRODUCT \\“"Y) 
} pa REG. U. S. PAT. OFF. 
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make them profit-leaders in your store if you'll stock up, hook up and 


cash in. Ask your jobber! Schalk Chemical Co., Los Angeles, Chicago. 





_ _LIFER—BY CHARLES FRANCIS COE 
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SCREEN FEATURES 


Feature No4 * 


"Kwik-Lok” 
Holds Screen 


Securely in Place 


Gheir Extra Seatures 
make CXtra RYT A 


Kwix-Lox is only one of the many extra 
features that have made National Screen prod- 
ucts star performers for the dealer who sells 
them. Customers are quick to recognize the 
fine quality and superior workmanship built 
into them. What’s more, National Screen 
products sell on price as well as appearance. 
Send today for our new 1937 catalog and price 
list. 


ASK YOUR JOBBER—Your jobber can tell 
you about the complete line of National Screen 
Doors, Window Screens and Ventilators. They 
are made in a wide variety of styles and at 
prices to please your customers and keep them 
pleased. He can give you quick deliveries. 


SEND FOR THIS CATALOG 


NATIONAL SCREEN CO., Suffolk, Va. 


Please send us a copy of your 1937 catalog showing 
the complete line of National Screen Doors, Window 
Screens and Ventilators. 

Name 

Address 

City ; State 
New York Office: 11 Park Place 

Southern Selling Agents 
SAND & HULFISH, Baltimore 


Ay } 
¥ il 


NATIONAL{SCREEN Co. 


SUFFOLK VIRGINIA 
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Penge ected has pioneered much of 
our phenomenal industrial progress. 
Chemistry has separated the sun’s spec- 
trum into rays of different properties. 
Chemistry can make window glass that 
will let the ultra-violet rays of the sun pass 
through; or, it can make glass that will fil- 
ter out these rays. Now paint chemistry 
has discovered the way to filter out the 
sun’s ultra-violet and infra-red rays, which 
are the principal cause of paint films’ dis- 
integration. 


The results of this sensational discovery 
are incorporated in Johnston’s SURETY 
BOND “Adia-Thermatic” Paint, which fil- 
ters out the destructive rays of the sun... 
gives the paint fully 40% longer life... 
new, sustained beauty and brilliance. 


SURETY BOND “Stays Mixt’’ 


—it is always uniform from the bottom to the 
lid, never settling, never forming a skin on top. 
Every can is “Bonded to Satisfy,” in accordance 
with the guarantee on each package. Covers more 
than 450 square feet to gallon, two coats. 








Sunburn and blistering may be prevented by use 
- of oils that filter out the sun’s destructive rays. 


“ADIA-THERMATIC” IS THE PAINT 
DEALER’S OPPORTUNITY 


It sells on its merits without the bait of 
price-cutting. It pays you the liberal mar- 
gin of regular prices. This is your op- 
portunity to build business on quality and 
service. Wire or write today for full de- 
tails of Franchise for exclusive sale of 
Johnston Paints. Don’t wait. 


THE R. F. JOHNSTON PAINT CO. 
CINCINNATI, OHIO 


2 Qhinstons SURETY BOND 
ADIA-THERMATIC HOUSE PAINT 


Send for 
Free Copy 
of this book. 


= 
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¢¢¢ PENNIES OR DOLLARS ss: 


Which are Your Can Opener Profits 7 








FAR OUTSELLS 
CHEAPER OPENERS 


Pays Up To 5 Times 
The Profit Per Sale 





$7 69 


Formerly SPEEDO 


OF course, it’s necessary to carry can 

openers in every price range. There 
will always be price buyers. But—like A. W. Fair- 
child and Company, whose letter is reproduced in part above, 
scores of dealers now know that very little effort behind DAZEY 
De Luxe will give them dollars in profits on can opener sales, 
where they make pennies on cheaper devices. Not only does 
DAZEY De Luxe far outsell cheaper makes by a wide margin 
but it also makes several times the profit per sale. The wisdom of 
pushing DAZEY De Luxe in preference to any smaller unit of 
sale is, therefore, self evident. 









And here’s another excellent reason for putting real sales ef- 
fort behind DAZEY De Luxe. A surprisingly high percentage of 
all you sell will, in turn, sell others of the DAZEY KITCHEN 
AIDS listed on the right. The handy wall bracket in which all 
are used is an ever present reminder of the other devices your 
customer saw when she bought her can opener. Stock the com- 
plete DAZEY line, therefore, and you will not only increase can 
opener profits but will enjoy additional profits from the other 
items. Consult your jobber for further facts or write direct. 


DAZEY CHURN & MFG. CO. 


4301 WARNE AVE., Dept. B-11, ST. LOUIS, MO. 
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DAZEY Speedo 


Super-JUICER 
$1.75* 

Customers see the su- 
periority of this juicer 
almost at a_ glance. 
Handsome appearance 
and reasonable price 
make sales easy. 


DAZEY SHARPIT 
$1.50* 


Biggest selling 
household _sharp- 
ener — patented 
construction as- 
sures long life at 
full efficiency. 







AND EACH ONE SOLD HELPS TO 
SELL OTHER DAZEY DEVICES 


DAZEY Senior 
Can Opener—$1.39* 
Effectively meets com- 
petition of openers 
priced slightly under 
DAZEY De Luxe—an 
ace value, 


DAZEY Junior 
Can Opener—69c.* 
Customers accept it in 
preference to cheaper 
devices almost every 
time when advantages 
are pointed out. 






*Prices slightly higher West of the Rockies. 














2 “name Briggs & Stratton represents a valuable 
asset to the dealer selling washers, battery set ra- 


(ook Mme Lol gol-TaMinela cole moll Melita ule Miclaum tell] lulls 


Over 750,000 of these dependable 4-cycle gasoline 
motors are running today —all over America’s rural 
routes. Some of them are 10—15, even 20 years old... 
still giving trouble-free service . . . starting quickly on 


fo} fo elo FMT ile Mi Mullliuluimelmeroliol lm mel me loh Ze 


Naturally, such service has “sold” these 3/4 million users 
on their Briggs & Stratton Motors. So are other millions 


of their neighbors who have heard about them. 


Capitalize on this ready acceptance — your sales will 
come easier —by offering only equipment powered by 


Briggs & Stratton. 


BRIGGS & STRATTON CORP. MILWAUKEE, WIS. U.S.A. 


CYCLE 


BRIGGS &S 


MILWAUKEE. WIS.US.A. 


GASOLINE 
“MOTORS 
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@ The best shovel salesman in the world is the 
WOOD’S Shovel itself. When you carry this 
famous line, no matter what kind of shovel cus- 
tomer enters your door, be he expert or novice, 
he’s sold on WOOD’S the instant he handles the 
shovel. The proper heft of this shovel, the 
smooth handle and strong tapered socket, the 
turned shoulder and Closed-Back, all are impor- 
tant WOOD’S features that sell themselves. 

That’s one reason for the tremendous demand 
for genuine WOOD’S Shovels, and an important 
reason for the profit they bring to dealers. An- 
other advantage of this line, from your stand- 
point, is that the exclusive Closed-Back reduces 
your inventory to a minimum, for this feature 
supercedes strap-weld, solid shank and hollow 
back shovels . . . it answers all needs! 

Our mail continuously brings requests for 
addresses of dealers handling WOOD’S. We 
would like to refer those received from your 
territory to your store. So why not get complete 
details now about the famous WOOD’S brands: 
“Moly”, Big Fist, Stuart, Wilson and Piqua. 
Simply write to your jobber, or direct to us for 
complete information. THE WOOD SHOVEL 
AND TOOL COMPANY, PIQUA, OHIO. 





SELL THE SHOVELS THAT SELL THEMSELVES 


1 The Closed-Back— provides asmooth 3 The Tapered ‘Socket — strong and 


back with unrivaled strength of one- solid, fits the hand. _ 

piece design . . . also new simplicity of 4 Heat Treatin — bei i 
reating — makes high-grade p SHOVEL AND > 

Suntan Sagennenane. steels in “Moly,” Big Fist, Wood, and = Se 


2 The Turned Shoulder — strengthens Stuart grades hard, to resist wear. 
blade, saves shoes. 

















Shovels + Spades. Scoops 
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CONVENTION SEATS-— 


It is difficult to maintain con- 
tinued interest in a long conven- 
tion session, however interesting, 
when seated on the usual hotel 
or convention hall chairs. Sel- 
dom are these chairs kept in good 
repair and even more seldom are 
they comfortable. That is one of 
the main reasons why so many 
conventionites start a grand exo- 
dus when the final speaker of a 
session starts to present his mes- 
sage. Of course it is discourteous 
to walk out but there comes a 
time when the discomfort of a 
typical convention chair becomes 
unbearable and out they walk. 
Some day, I hope,- convention 


planning committees will investi-. 


gate the condition and comfort to 
be made available in connection 
with seating arrangements. A 
hotel or convention hall with com- 
fortable seats would encourage 
more interested listeners and stim- 
ulate the best that a speaker had 
to offer. 
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FINAL SESSIONS-— 


Another worthy reform would 
be a shift in the typical conven- 
tion procedure. In most cases elec- 
tion of officers and resolutions are 
handled at the closing point of 
the final session. A corporal’s 
guard makes up the audience to 
the dismay of the newly elected 
officers. Resolutions are droned 
out, passed collectively by those 
present and the convention is over. 
The actual group mumbling its 
“ayes” to weighty declarations 
for and against legislation, trade 
practices, etc., represents an un- 
important (numerically) minor- 
ity of those registered as attending 
the convention. Left to the last 
few minutes, there is little or no 
discussion and so a _ resolution, 
earnestly prepared by a commit- 
tee or at headquarters, becomes 
“just one of those things.” In 
theory the resolutions sum up the 
conclusions of the convention, but 
as they are often prepared, at 
least in part, before the conven- 


tion opens or early in the week, 
there is no particular need for 
the delay in taking a vote. Nor- 
mally, the resolutions cover sub- 
jects discussed by program 
speakers. Why not follow each 
speaker’s message with a vote for 
or against his recommendations? 
This would give the resolutions 
some weight of numbers and 
should be more representative of 
the convention’s majority view. 
There would also be the advan- 
tages of considering the resolu- 
tion while the subject was fresh 
in‘the minds of the delegates. 


PROGRAM-— 


Mest convention programs are 
too long. Too many speakers and 
too many ‘subjects are crowded 
into the limited available time. 
Many of these speakers have mes- 
sages of genuine merit on subjects 
extremely vital to the business. 
The last man on has only the 
time that is “left over.” Obvi- 
ously, it is difficult to start on 
time, which is another reason for 
shorter programs. Fewer subjects 
and fewer speakers would provide 
more time for discussion from the 
floor. A great many hardware 
men who attend conventions could 
not be persuaded to make a major 
speech but might be very happy 
to engage in an informal verbal 
duel, bringing out some highly 
valuable thoughts and ideas based 
on practical experiences. At those 
conventions where the old fash- 
ioned question box discussions 
and/or general open forum dis- 
cussions are permitted there al- 
ways seems to be better attendance, 
more interest and more worth- 
while programs. 


NEGLECTED MARKETS- 


Every time I make a business 
trip I am impressed with neglected 
sales opportunities presented by 
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Brilliant 4-Color Display 
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One Turnover $10.91 Profit MERCHANDISE 


1 No. 401—26” 8 pt. Ship Hand Saw 
2 No. 65—26” 8 pt. Ship Hand Saw 


i iti ever a a 
And in addition every hardware ite. 6 sina hiatlibnnitiiee 


dealer gets the brilliant FREE four- 1 No. 59 —26” 8 pt. Ship Hand Saw 
color display...with the purchase of ee a 
1 No. 2 —12” Compass Saw 


a minimum stock of saws and tools 7. 











(ss 
«+ quality merchandise that will satisfy a customer 1 Me, 18 —11 0/2" Trowel 


12—7” Hand Saw Special Files 





and bring him back for more. Order through your 


jobber or write direct to Atkins. | xk * 





ATKINS 


E. C. ATKINS AND COMPANY, 410 SOUTH ILLINOIS STREET, INDIANAPOLIS, INDIANA 


KINS Stern SAW 
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hotels, garages, restaurants and 
movie theatres. Every town has 
its proper quota of such places. 
They always have an obvious 
need for merchandise, supplies 
and services that local hardware 
stores can supply at a profit. They 
all need electric lamps. If only 
casual replacement business were 
available it would represent a 
sizeable volume. Hotel door locks 
are notoriously in bad condition. 
The lock on a hotel door gets 
more usage than a lock placed 
almost anywhere else. Keys fit 
poorly, locks are difficult to 
manipulate and transom hardware 
only works part of the time. On 
a service fee basis the average 
hotel should welcome a contract 
with a local competent hardware 
man who would keep door locks 
and transom hardware in condi- 
tion. Hotel plumbing, except in 
the newer places, is noisy and 
often inefficient. Here again handi- 
work would keep the equipment 
in shipshape. The same is true 
of washroom equipment, in res- 
taurants, garages and movie the- 
atres. As in all cases such inci- 
dental sales make good contacts 
for other sales common to the 
needs of operating such _busi- 
nesses. 


PATMAN LAW-— 


The majority of retail hard- 
ware merchants continue to favor 
the Robinson-Patman Law but in- 
creasingly so-called larger hard- 
ware store owners are in opposi- 
tion. The latter have enjoyed 
many preferential prices, some of 
which they are losing. It is easy 
to understand their feelings in the 
matter, yet, if this law is sustained 
and proves workable its contribu- 
tion to the majority of dealers in 
all lines should be appreciated. 
The law does not prohibit better 
prices for larger quantities but 
does require that such extra dis- 
counts be premised on the precise 
economies incident to the larger 
order. Admittedly this is a rather 
broad regulation—yet if the larger 
buyers, whether in the hardware, 
mail order, department store or 
chain store field are not buying 
in quantities sufficiently large to 
justify prices they have enjoyed 
—it is perfectly equitable that 
such better prices cease. In the 
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long run, these larger hardware 
stores should not suffer, as their 
better prices were often premised 
on the view that such larger stores 
very directly competed with de- 
partment _ stores, chains, mail 
order houses, etc. Under the Pat- 
man Law all such competitors 
would enjoy the same conditions. 


FACTORY SELLING-— 


There are two outstanding hur- 
dles in connection with the 
Patman Law which particularly 
perplex the hardware industry. 
These are the combination whole- 
sale and retail firms and the 
proper classification of industrial 
supply sales, and sales to non- 
hardware stocking dealers such as 
grocers, druggists for their per- 
sonal use. To get around the 
“wholesale and retail” customer 
problem, many factories are ask- 
ing that a rubber stamp be used 
reading like this: “Goods pur- 
chased on this order are to be 
sold for resale.” With such a con- 
dition implied in the placing and 
acceptance of an order, the factory 
is presumably relieved of respon- 
sibility (in case of comebacks) 
for having “willingly and/or 
knowingly” been a party to any 
violation. The factory selling 
angle is even more difficult. Deal- 
ers will maintain that factory 
purchases are retail orders and 
wholesalers will maintain these 
are trade or commercial orders, 
etc. So far, the test cases in proc- 
ess shed no light on the probable 
outcome of either of these prob- 
lems and answers from Washing- 
ton, to date, also are far from 
conclusive. 


“EXPLOITATION ? ?”— 


Those who oppose resale price 
maintenance laws; the Robinson- 
Patman Law; the Miller-Tydings 
Bill (to stop loss leaders and 
perhaps finally to clarify resale 
price maintenance laws) seek a 
well known refuge in their de- 
bates. Oblivious to the unfair and 
discriminatory price structures 
which have all but crippled so 
many independent retail busi- 
nesses, they declare themselves in 
“uncompromising opposition to 
further exploitation of the con- 


sumer.” How they do love the 
dear public, in their speeches. 
They completely lose sight of the 
fact that the retail business has 
an estimated 5,000,000 employees 
who are also consumers as are 
their families— perhaps another 
15,000,000 people. And you can 
carry this thought much further 
when you consider the hundreds 
of thousands of wage-earners 
(buying power) whose jobs de- 
pend upon the continuation of 
independent retailing in all fields. 
We are all consumers for goods 
which we do not ourselves sell 
in trade. Price-cutting and unfair 
price advantages have a known 
background of reduced wages, 
long hours, lost margins for pro- 
ducers, shippers, etc., and in no 
way contributes to the future se- 
curity of the Nation. 


AUTO RADIOS— 
The Idaho Senate has under 


consideration a bill which would 
prohibit the use of automobile 
radios in that State. It is known 
as Idaho Senate Bill No. 72 and 
was authored by Senator R. E. 
Whitten. Only police radios are 
permitted in the text of this law. 
The Motor & Equipment Manu- 
facturers’ Association is fighting 
the bill, as it has fought against 
similar legislative efforts in other 
states. Such a bill, if it became a 
law, would curtail a tremendous 
volume of profitable sales for 
hardware wholesalers and retail- 
ers. The idea might spread to 
other*states. In fact, similar bills 
have been proposed in Missouri 
and other states. In a recent bul- 
letin, A. H. Eichholz, general 
manager of the M.E.M.A., says of 
this Idaho proposal: “Unfortu- 
nately, some Idaho officials have 
the same opinion. However, there 
is on record statements from a 
vast majority of motor vehicle 
commissioners that automobile 
radio is safe; that it reduces 
driving speed; that it keeps 
drivers alert and awake; that it 
actually is a safety factor. Insur- 
ance companies also pronounce 
automobile radio as safe. We 
have no record of any accident 
attributable to it. The National 
Safety Council states that legisla- 
tion such as the Idaho bill would 
be impossible of enforcement.” 
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Otter Ideal 


Capitalize on its sea- 
sonal appeal to-in- 
crease your general 
business. Letters to 
prospects a good 
trade stimulator. 


By J.S. DAVIS 
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poring Goods 





Promotional Opportunities 


is one of the best lines that 

the hardware dealer has to 
serve as a tool in increasing gen- 
eral business. For this réason and 
because it is in itself a profitable 
line, a special Spring drive on 
merchandise of this type is worth 
while. - 

Besides having a definite sea- 
sonal interest, which is always a 
selling aid, sporting goods offer 
the best of opportunities to intro- 
duce an atmosphere into your win- 
dow displays and into the store 
itself which will be a real draw- 
ing card. It gives you a chance to 
render service through intelligent 
advice—a phase of the hardware 
dealer’s business to be stressed at 
every opportunity. The fact that 
the sporting goods line appeals to 
people with money to spend, who 
make worth while permanent cus- 
tomers, is, of course, important 
from every point of view. Also, 
this line affords profitable turn- 
over, with the added advantage of 
repeat business. 

The sportsman, whether man, 
woman or child, is always inter- 
ested in new equipment. The en- 
thusiastic golfer never has enough 
clubs. Every tennis player could 


Sis on sporting goods is one 
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use another racket. The fisherman- 
sportsman will often buy new flys, 
rods and tackle for the pure plea- 
sure of owning them even when 
there is no opportunity to fish. 
The same thing holds true of guns, 
and, in fact, of every type of 
sporting goods. Keep this in mind, 
in ordering your merchandise, in 
planning your window and store 
displays, in making your personal 
sales contacts, and in your direct 
mail campaign. 

A promotion can well be 
worked out along the following 
lines. 


Equipment for All Sports 
“On the Spot” 


You will want to include mer- 
chandise of as many types of 
sporting equipment of local inter- 
est as your capital will permit 
you to carry, chiefly baseball, 
tennis, golf, fishing, swimming, 
track team supplies, and sporting 
goods for children such as roller 
skates, and possibly tricycles and 
bicycles. Whatever lines you 
carry, let them be well stocked, 
in sufficient quantity and variety. 
It is better to omit one or two 
types completely, offering a really 
attractive stock in such lines as 


you do carry, than to have a poor 
or small assortment in goods in 
many sports lines. 

It is possible to increase inter- 
est in sports and to arouse interest 
in new sports in any locality 
through concentrated promotion 
efforts and the offering of good 
equipment. 

With the increased popularity 
of pools, making swimming al- 
most universal, dealers have found 
such items as bathing suits, caps, 
shoes, rubber toys, etc., highly 
profitable. Do not neglect this 
line if there are any swimming 
facilities in your Jocality. Include 
a reasonably good stock of new 
and appealing equipment having 
special value in attracting cus- 
tomers to the store. Study the 
new offerings thoroughly before 
buying. 

Not only must your stock be 
ample and varied, but it must be 
“on the spot” when the season 
arrives. There is probably no 
type of merchandise in which this 
factor is more important. 

As a general rule, when anyone 
wants a new golf club or a tennis 
racket, he wants it immediately— 
if you haven’t it to offer, you 
lose the sale. Order well ahead 
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of time, and order enough. Don’t 
run the risk of a shortage at the 
height of the season, thus losing 
the profits of your promotion cam- 
paign. Remember, too, that the 
jobber has to get his stock, and 
the manufacturer his. They all 
take time. Check your past rec- 
ords to get some idea of your 
needs, making ample extra allow- 
ance for increased orders which 
you can definitely count on as a 
result of your campaign. 

Be ready ahead of time, too, 
with supplies of booklets from 
your manufacturers. Have your 
circular letters and your lists 
ready a little ahead of the season. 
Make an early plan for personal 
contacts, and assign them to dif- 
ferent salesmen, so that these calls 
will be made at the most oppor- 
tune moment. Get your salesmen 
to thinking about the campaign, 
too, and ask each of them to start 
collection lists of prospects. Make 
one man especially responsible 
for institutional and school con- 
tacts and lists, another for local 
clubs, and a third for general 
households where there are chil- 
dren likely to be interested. 


Create a Sports 


Atmosphere 

One of the most important 
phases of the campaign is to cre- 
ate a sports atmosphere in the 
store. If space permits, have a 
separate room or a balcony de- 
voted entirely to sports. Other- 
wise, devote a definite section of 
the store to this end. An excellent 
arrangement, and one that can be 
worked out even in the smallest 
store, is to set aside the entire 
front section for this purpose. 
This, together with an adjoining 
window display on sporting goods, 
will attract attention. There will 
be even greater interest if you 
change the display arrangement, 
featuring, say, baseball goods en- 
tirely in the window for several 
days, followed by golf equip- 
ment, or golf clubs and balls in 
one window with tennis rackets 
in the other. Let the most im- 
portant feature of your store dis- 
play tie-up with the window 
showing. 

And of course if you are ad- 
vertising, by all means advertise 
at this time strictly on the par- 
ticular sports which you are 
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featuring. Put someone in charge 
of the sports selling, and let it 
be someone who understands the 
subject and is enthusiastic about 
it. It will be well worth while to 
take on a temporary assistant if 
no member of your staff is suited. 
A young man who has been promi- 
nent in local athletics, if he is 
any kind of a salesman at all, 
will have the enthusiasm and 
understanding of the subject that 
will close many sales. 

Hold special meetings, both 
previous to the campaign, and 
during it, to arouse enthusiasm on 
the part of your staff and to get 
an interchange of ideas. 

One of the most successful 
drawing cards, which several 
stores have tried out, is to arrange 
special attractions. Vonnegut 
Hardware in Indianapolis have 
set up a big canvas which serves 
as a driving net. Not only does 
this serve for the trying-out of 
golf clubs, but many young men 
stop in just to see what is going 
on, or to try a hand, perhaps 
with no idea of buying, but ending 
up in making a purchase. Very 
often a place can be fixed up in 
the cellar for this purpose. You 
will require a piece of canvas at 
least eight feet square hung from 
the ceiling and also side pieces 
of canvas, to act as protection 





Local athletic clubs 


Country club members 


Local industrial clubs, factory teams, 
etc. 

Institutions and schools, also student 
lists 

Boy Scouts 


List of licenses issued for fishing 


Girl Scouts 
General householders (only where there 
are children) 





when the balls bounce back. If 
you have an alcove, say about 12 
feet wide, the side canvas pieces 
will not be needed. 

Where space is limited, it is 
easy to arrange a putting practice 
green for golf. A simple and in- 
expensive arrangement is to buy 
bags of cottonseed hulls, which 
you can purchase from cotton oil 
companies. Put these hulls on the 
floor to form a “green,” shape 
them and roll with a lawn roller. 
You can use a tin can the same 
size in diameter as a putting hole, 
for the cup. A “green” like this 
will not track or make any mess, 
and is easily arranged. 


Lists and Letters 


As in all promotion work, one 
of the most important features is 
the direct mail program to get cus- 
tomers into the store. In the first 
articles of this series we empha- 
sized the importance of good lists, 
which means first and foremost, 
lists of prospects interested in the 
subject in question. This point 
cannot be too often reiterated. 
Sporting goods is one of the lines 
on which you will need to check 
very carefully, to be sure that you 
write to real prospects only. The 
following list is suggested for this 
purpose: 


For tennis clubs, write letter on tennis 
supplies only, etc. If club includes 
several activities, include all of these 
in the letter. 

Follow same procedure as for local ath- 
letic clubs. If there is a pool, be sure 
to include mention of swimming sup- 
plies. 

Letter on baseball supplies. 


Letter on all sports supplies (except 
golf). 

Letter on fishing and swimming sup- 
plies. 

This list could be used not only for a 
letter of fishing equipment but one on 
general sporting goods supplies. It 
will serve later in the year for a spe- 
cial drive on fishing alone. 

Letter on swimming supplies. 

Letter on roller skates, bicycles, tri- 
cycles, baseball, tennis, and children’s 
golf equipment. 





Make each member of your 
staff responsible for one or more 
of these lists, but have them all 
interchange ideas and help each 
other in making up the lists—all 
of this to be done well ahead of 
the season. 


Personal calls should be made 
on all quantity buyers such as 
institutions, local industrial clubs, 
and schools or captains of school 
teams. Use the telephone for 
other important prospects, and 

(Continued on page 89) 


HARDWARE AGE 





. If 
t 12Z 
leces 


t is 
tice 
| in- 
buy 
hich 


oil 


ape 
ler. 

ame 
ole, 
this 
ess, 


one 
; is 


irst 
ha- 
sts, 
ost, 
the 
int 
ed. 
nes 
sck 
ou 
‘he 
his 


nis 
les 
Se 


re 
ip- 


pt 









CARLTON H. BLEIL, at 
the age of 67, has rounded out 
fifty years of active service 
with the Geo. Worthington 
Co., Cleveland, Ohio, whole- 
sale hardware distributors. As 
a boy of seventeen he went 
from his home in Brunswick, 
Ohio, to begin his career as an 
errand boy. His activities as 
a Worthington man have been 
varied, as he has served as 
order clerk, store salesman, 
traveling salesman and de- 
partment manager. At the 
present time he is a depart- 
ment manager and a director 
of the company. When Mr. 
Bleil traveled for the company as a salesman in Ohio, 
Indiana and Michigan there were but seven men in the 
field for Worthington. For the past twenty-four years he 
has been department manager and buyer, the lines for 
which he is responsible being furnaces, refrigerators, floor 
coverings and stoves and ranges. His son, Clyde C. Bleil, 
is a salesman at the Chicago office of the E. I. duPont de 
Nemours & Co., Inc., Wilmington, Del. Mr. Bleil attrib- 
utes a great deal of his success to his good wife, who has 
been his faithful companion and a real inspiration 
throughout his half century of service. He is active in 
church work, having been a member of the Lakewood 
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Methodist-Episcopal Church for thirty-four years and a 
trustee of that church for thirty-two years. His chief 
hobby is traveling. In 1932 he visited continental Europe, 
traveling extensively in nine different countries. Mr. Bleil 
has visited all but six states in the Union, has traveled in 
parts of Mexico and has visited most of the National 
Parks. He looks back on fifty years of activity in the 
hardware industry with much pleasure, having enjoyed 
the fellowship of his associates and the friendships he has 
among manufacturers, wholesalers and retailers. 


GEORGE F. SMITH, 
southern representative for 
Heller Bros. Co., Newark, 
N. J., manufacturers of files, 
etc., has been with that organ- 
ization since 1910. His hard- 
ware career began in 1885 
when he was a stock and 
order clerk for Carlin & Ful- 
ton Hardware Co., Baltimore, 
Md. From 1898 to 1900 he 
was a manufacturer’s repre- 
sentative for hardware manu- 
facturers. He was southern 
representative for Canton Iron 
& Steel Co. and for H. Wehr 
& Co., Baltimore, Md., heavy 
hardware firm, from 1900 to 
1904. His next affiliation was with Livingston Nail Co., 
New York City, whom he represented from 1905 to 1907 
as southern representative. He was a member of the firm 
of McClellan Hardware Co., Baltimore, Md., from 1908 
to 1909, after which he returned to the Livingston Nail 
Co. for one year. Mr. Smith, who is 71 years of age. 
tells us that his hobby is selling files. Mr. Smith has been 
a member of the Old Guard Southern Hardware Sales- 
men’s Association since 1920. 





GEORGE F. SMITH 
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HE premises and stock of 
the Palmour Hardware Co., 
Gainesville, Ga., suffered 
tornado and fire destruction on 
April 6, 1936, but, in common 
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better store. 
The business section of Gaines- 
ville was practically wiped out as 
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ys eee: terrific force of the tornado the accompanying pictures from 
ne y~ —- Bg mony Ga., the Gainesville News indicate, but 
pri 0, . are pic- : 
canes Gites sen an aie the work of restoration that has 
exact spot where the Pal- taken place in the short space of - 
mour Hardware formerly time since is truly remarkable and 


stood. 





a tribute to the indomitable spirit 
and industry of the citizens of 
that Georgia city. 

The Palmour Hardware Store, 
opened Dec. 17, is of the modern 
type, having a black structural 
glass facing on the front, with 
metal lettering for the firm name 
across it. The new store presents 
a smart appearance, fully up to 
the standard of any fine hardware 
store anywhere. The Windows were 
designed with a view to using dis- 
play fixtures inspired by the 
HarpwarRE ACE interchangeable 
display fixtures presented each 
issue in connection with the orig- 
inal window display suggestions. 
se - igs i So far, the large window floor of 
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Palmour Hardware Co. Rebuilds 
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the center window carries flat dis- 
plays and are considered unusual- 
ly successful. They permit a clear 
view of the entire sales floor from 
the street, but as soon as the 
HarpwareE ACE type display fix- 
tures are built, it is the intention 
of Hayne Palmour, Jr., general 
manager, to place them at the back 
of his displays, allowing enough 
of the platform behind the fix- 
tures to form a store display, in 
fact, getting a double service from 
the fixtures. The Palmour window 
displays all carry tickets explain- 
ing what each item is and the 
proper name and price. These 
window displays do a real selling 
job, because they tell the whole 
story briefly and accurately. The 
customer can actually sell himself 
the goods. 

The new type display units, de- 
signed for the store’s special re- 
quirements, are placed crosswise 
of the store instead of lengthwise. 
with the result, says Mr. Palmour, 


that more than three times normal 
sales are made. Along the sides 
of the store flat-top tables are used 
tools, cutlery and smaller items 
being displayed under glass, keep- 
ing them in excellent condition 


and showing them to good advan- 
tage. Interested persons can see 
the price tickets, plainly marked 
with a description, accurate classi- 
fication and the price. All sales 
people carry a small rubber suc- 





The wide aisles, unobstructed, and the spotless condition of the merchandise in the store of the Palmour Hardware Co., 
Gainesville, Ga., is ‘a pleasant and attractive thing to see. Below: The new window, designed to accommodate the Hard- 
ware Age interchangeable display fixtures and large enough to permit a double duty display, i.e., using the backgrounds 
as a store display and window trim simultaneously. (See diagram next page.) 


and the unobstructed doorways. 
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Note the fine illumination in this store 





following Tornado-fire Disaster 
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tion cup to which is attached a 
small ring. The sales person slips 
a finger through the ring of the 
cup and lifts the double-strength 
glass to take out any item. The 
cases have shown good sales and 
they certainly show the goods off 
well. They provide visual shop- 
ping and yet protect the merchan- 
dise. 

The side shelving is interrupted 
every few feet with recesses, well 
lighted, in which class merchan- 
dise, such as builders’ hardware 
and mechanics’ are dis- 
played. Certain paint displays and 


tools 


other lines are readily shown in 
these recesses and the public’s at- 
tention is directed to them. 
One is struck by the spotless 
condition of the stock of merchan- 
dise shown on the tables. A 
young man in the store has the 
one duty of keeping stock in good 
condition at all times. He is con- 
stantly wiping and dusting mer- 
chandise with the result that the 
Palmour store has a reputation 
and appeal for having good-look- 
ing articles for sale. They are the 
same items carried by other hard- 
ware stores but their appearance 
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The Hardware Age display fixtures 
permit a trim for the window and a 
display for the store. 


is so much better than some that 
they seem a better grade. The Pal- 
mour firm believes in carrying, 
as far as possible, the goods of 
one manufacturer in each line, 
and concentrating on making it 
successful. This with the keeping 
of immaculate stock is hard to 
reckon in terms of sales value, 
except to know that it is a strong 
one. Every item looks its best 
value. 

The general effect is greatly as- 
sisted by good lighting conditions 
in the store. The building affords 
good natural lighting from the 
large front windows as well as 
from the high and large side win- 
dows over the shelving. Scien- 


Here may be seen in the background the flat table displays, protected by glass which is lifted by means of a rubber 
suction cup when merchandise is needed. Also note the recesses in the shelving for special displays. The whole side- 
wall arrangement avoids monotony and places Palmour Hardware, on a high plane of modern merchandising. 








tifically designed electric lighting 
combined with the natural condi- 
tions puts the store in a position 
to make its merchandise appeal 
to the public. 

The firm does a wholesale as 
well as a retail trade, and for- 
merly both were conducted to- 
gether, the sales force dividing 
their time between the two, but 
now, especially with the new store 
arrangements, the two departments 
are kept entirely separate, and 
the sales people are assigned to 
definite departments, either up- 
stairs serving the strictly whole- 
sale customers or on the main 
floor or mezzanine handling re- 
tail sales and nothing else. This 
is necessary, says Mr. Palmour, 
to properly understand, concen- 
trate and handle the two classes 
of trade. The results of sales in 
both departments attests to the 
wisdom of the change. 

Following the tornado, the firm 
was out of operation only four 
days. A small store was obtained 
and business resumed. With the 
opening of the new store, a gen- 
eral invitation was issued and 
several thousand people visited 
(Continued on page 87) 





HARDWARE AGE 





















ting 
ndi- 
tion 
eal 











Two Lines of Business 


that very few of us do any 

actual thinking! We absorb 
certain opinions from our en- 
vironments. Then we form habits, 
and these preconceived opinions 
and habits govern our living. I 
have analyzed myself along with 
others and I have come to the 
conclusion that I am not and 
never have been much of a 
thinker. I do believe. however, 
that my outstanding trait is my 
power of observation. I believe I 
would have made a good news- 
paper reporter. The reason I do 
not believe I know how to think 
is because I am so frequently 
shocked at new ideas. I am con- 
stantly being taken by surprise. 
If I were a real thinker I would 
anticipate these things. I would 
think them out in advance. 

The above rather personal re- 
marks lead up to the statement 
that I have had quite a good deal 
of experience in two important 
lines of business, the hardware 
business and the drug business. 
In trying to think out something 
that may be interesting to my 
readers it has occurred to me that 
probably few men are in a better 
position to draw a comparison, 
not between the thinking of the 
hardware business and the drug 
business, because as I have stated 
above, I believe thinking is very 
rare, but of the opinions that have 
gained ground in the hardware 
business on one side and the drug 
business on the other. 

My observation of hardware 
men and drug men is that like 
myself very few do any real think- 
ing. By that I mean they do not 
do any close, analytical original 
reasoning about a given set of 
facts or situations. 

Once I heard a very successful 
retail druggist make a speech. He 
was of foreign extraction. Proly 


[' has been my observation 
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ably his parents brought him over 
here from Russia. I listened to 
this man in surprise, because his 
shrewd and emphatic talk indi- 
cated that he was a real thinker. 
The retail druggists had been 
going through one of their tire- 
some meetings. Man after man had 
gotten up and talked platitudes. 
The matter under discussion was 
the conditions surrounding the 
sale of a certain line of drugs. 
The retail dealers were expected 
to sell these goods without any 
profit. The manufacturer had been 
appealed to, but he just stood them 
off and procrastinated. This was 
before recent legal decisions in 
regard to prices. These druggists 
were completely at sea as to what 
they should do about the situa- 
tion. They attempted to discuss 
the legal aspects of the matter. 
Then this retailer got up and an- 
nounced that the whole problem 
was very simple. Why all this 
talk about it? The only thing to 
do, if they didn’t like the way 
this manufacturer was treating 
them, was to stop selling his 
goods. Then he added: “Now it 
might be illegal for us to agree 
here to stop selling his goods, but 
if without any agreement each 
one of us just went home and 
stopped, how long would it be 
before this manufacturer would 
get in line? At least we have cer- 
tain legal rights left to us, one 
being to sell whom we please and 
the other to buy what and from 
whom we please.” 

When I read all the things that 
have been written on the subject 
of price maintenance, and all that, 
my mind has reverted to the talk 
of this retail druggist. I don’t 
believe there is any logical an- 
swer to what he had to say. And 
I believe if this simple remedy 
of not buying were applied to the 
lines of those manufacturers who 


expect jobbers and retailers to dis- 
tribute their goods for practically 
nothing, this action would quickly 
straighten out most of the selling 
situations. 

It is my observation that the 
drug trade is about a jump ahead 
of the hardware trade both in 
evils that have happened to them, 
and also in reforms that have been 
brought about. Necessity is the 
mother of invention, and neces- 
sity for self-preservation has led 
to the drug trade initiating re- 
forms ahead of the hardware 
trade. 

National advertising no doubt 
is a great stimulant to the sale 
of goods. There is no question 
about that. National advertising 
costs the manufacturer a lot of 
money. This money must be add- 
ed to the price of his goods. Now 
it is a curious fact, when you boil 
it down, that the consumer when 
he insists on having a nationally 
advertised article pays, in the 
higher price, for the cost of the 
selling to him by the manufac- 
turer of that article. Of course 
it may be argued that national 
advertising is a bad thing because 
it increases the price of the item. 
But on the other hand, it may be 
just as fairly argued that the 
manufacturer has done the con- 
sumer a favor in calling his at- 
tention by logical reasons to the 
fact that it is to the advantage of 
the consumer to purchase this par- 
ticular item. 

For instance, I use a fountain 
pen. I bought this fountain pen 
because I read advertisements 
that made me think it was a pretty 
good pen, possibly better than 
others. When I bought it I was 
surprised at the high cost, but I 
bought it anyhow. However, I 
have derived a great deal of sat- 
isfaction from this pen, and am 
glad that I bought it. In this case, 
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didn’t the manufacturer do me a 
favor by advertising the pen? 
Otherwise I probably never would 
have heard of it. 

It is a fact that in the drug 
trade there is a _ tremendous 
amount of national advertising, 
much more than in the hardware 
trade. But the advertising of hard- 
ware items is increasing. Those 
who manufacture many lines of 
hardware are learning their les- 
son from the drug trade, and in 
many cases are following the drug 
manufacturers in their methods of 
selling. : 

But along with the undeniable 
advantage of national advertising 
to the drug trade, there came nu- 
merous disadvantages. Recently I 
called on a prominent wholesale 
drug house in a large city and had 
an interesting chat with the presi- 
dent. He informed me that they 
did not propose to stock anything 
unless there was a sufficient de- 
mand created for it. He said the 
way to create this demand was by 
national advertising, and by house- 
to-house canvassing, the canvasser 
leaving a sample. “If you will do 
this in your territory, if your 
goods have merit, a demand will 
be created. The consumer will call 
on the retail dealer, and he in 
turn will call on us. Then we will 
stock the goods. We do not push 
or merchandise ‘anything. We 
are simple warehousemen. We do 
not ask our salesmen to attempt 
to initiate or create any new busi- 
ness on new lines of goods. This 
is not our function. The function 
of creating business with the con- 
sumer is the manufacturer’s. So 
if you wish us to sell your goods, 
create a demand, and then we will 
stock -them, retailers will stock 
them and our salesmen will take 
the orders.” 

He informed me later in the 
conversation that while they were 
the largest drug house in their 
city, while they had the greatest 
number of salesmen, while they 
discounted all of their bills, they 
had not made one cent of net profit 
on their business in five years. 
As we had become rather friendly 
in our discussion of the trade, 
and as he seemed to have an open 
mind, I could not help saying 
that in my judgment the reason 
they had not made any money was 
entirely on account of his sales 
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policy, or to be frank, because 
of his lack of proper sales man- 
agement. 

“Well,” he said, “this may be, 
but what would you do in our 
place?” My reply was that it stood 
to reason that if his concern did 
not insist that salesmen sell prof- 
itable goods along with the staple 
goods, the salesmen would nat- 
urally pursue the course of least 
resistance. They would just hop 
out of their automobiles, take 
down whatever items the druggists 
gave them and then hop back in 
the automobiles and go on their 
way to the next customer. Nat- 
urally the salesmen did nothing 
but order taking. There was no 
salesmanship involved. “That’s 
just what they do,” said he, “but 
what can I do about it?” 

I asked him if I could speak 
frankly without giving offense, 
and he told me to shoot. “In the 
first place,” I said, “I believe if 
I should analyze your sales force 
I would find that the majority of 
your men have been with you a 
long time. They have covered the 
same route for years. They them- 
selves have become thoroughly 
imbued with this idea of yours 
that it is the manufacturers’ job 
to build up the business, and their 
job simply to take the orders. 
Another thing I think I would 
find would be that some of your 
men have been with you so long 
and know the trade so well that 
you would be afraid to put them 
on the carpet and combat their 
ideas. You would be afraid they 
would quit and go with another 
house. In other words, you are 
afraid of your own salesmen.” 
Then I added: “As long as the 
manager or head of the business 
is actually afraid of his salesmen, 
I will put it down as an axiom 
that that business will never make 
any money. I have found in every 
business that makes money that 
while the sales manager may op- 
erate with a velvet glove, there is 
always an iron hand inside that 
glove. Salesmen are only human. 
They will not do things that are 
hard to do unless they are com- 
pelled to do them. 

“You tell me in your business 
your volume is one million dol- 
lars annually. I believe if you 
would put your sales into four 
classes, for instance, Class No. 1 


where you make a profit of 10 
per cent, No. 2 where you make 
15 per cent, No. 3 where you make 
20 per cent and No. 4 where you 
make 25 per cent, and if you 
would pay your salesmen based 
on the amount of profit you get 
from their sales, getting out a 
monthly statement of these four 
divisions and hammering them to 
increase their sales on the high- 
profit goods, you would get some 
very good results. If they would 
not, or could not, sell a fair per- 
centage of high-profit goods, then 
you should fire them. And let me 
tell you, in my own experience in 
handling salesmen, I have been 
very much surpriséd many times 
when I found it necessary to elim- 
inate an old-timer, to see how an- 
other man would take his terri- 
tory and sell more goods, and 
what is more to the point, sell 
more profitable goods. I admit I 
myself have been afraid of certain 
salesmen. I was especially afraid 
of them in the beginning of my 
selling experience. But as time 
passed and I found there were 
just as good fish in the sea as had 
ever come out of it, I took charge 
of my own sales. I handled sales 
my way, and the profits of my 
business increased.” 

Anyone who has studied the 
handling of the jobbing business 
in any line must have learned 
one thing, and that is that the 
success of any jobbing business 
depends upon the character of the 
goods sold. If the minds of the 
managers of the business and the 
salesmen run along the same 
groove as the mind of this whole- 
sale druggist, the business cer- 
tainly will not make any money. 
In a certain city of the United 
States there are two wholesale 
hardware houses. One of these 
houses merchandises along the 
lines of making a profit. When 
they bring out special lines of 
goods, they expect and make their 
salesmen sell them. If they do not 
sell them they do not stay on the 
job very long. The other house in 
this town has the idea of volume. 
They have the idea of cut prices. 
They do not insist on their sales- 
men carrying and showing sam- 
ples. They have not made a dol- 
lar’s profit for a number of years, 
while the first house has not 

(Continued on page 92) 
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ESKIMOS OF NORTHERN 
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THE MUD HAS FROZEN 
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CAN BE MADE TO SOUND 
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Model State Robinson-Patman Act 


Proposed by the 


National Association of Retail Druggists 


Editor's Note:—The text of this pro- 
posed Model State Robinson-Patman 
Act is published here through the 
courtesy of Rowland Jones, Jr., Gen- 
eral Representative of the Nation- 
al Association of Retail Druggists, 
Washington, D. C. All hardware 
groups are urged to support this pro- 
gram and to help interest other re- 
tailer groups in the various states. 
Only through concerted, general re- 
tail support can such helpful legisla- 
tion be passed in the several states. 
This type of law, or equivalent, is 
necessary, in our judgment, to prop- 
erly obtained the full advantages of 
the (federal) Robinsen-Patman Law. 


N Act making unlawful certain 
discriminations in price, in 
services or facilities furnished, 

or in payment for services or facil- 
ities to be rendered, in connection 
with the sale of commodities in the 
course of trade or commerce, and 
providing certain remedies for viola- 
tion. 

(Here insert enacting clause in 
conformity with requirements of 
State Constitution and laws.) 

Section 1. When used in this Act, 
unless the context otherwise re- 
quires— 

(a) The term “person” means an 
individual, a corporation, a partner- 
ship, an association, a joint-stock 
eompany, a business trust or any un- 
incorporated organization; 

(b) The term “price” as used 
herein shall mean the net price to the 
buyer after the deduction of all dis- 
counts, rebates or other price con- 
cessions paid or allowed by the 
seller. 

(c) The term “commerce” means 
trade or commerce within this State. 

Section 2. (a) It shall be unlaw- 
ful for any person engaged in 
commerce, in the course of -such 
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commerce, either directly or indirect- 
ly, to discriminate in price between 
different purchasers of commodities 
of like grade and quality or to dis- 
criminate in price between different 
sections, communities or cities or 
portions thereof or between different 
locations in such sections, com- 
munities, cities or portions thereof 
in this State, where the effect of such 
discrimination may be substantially 
to lessen competition or tend to cre- 
ate a monopoly in any line of com- 
merce, or to injure, destroy, or pre- 
vent competition with any person 
who either grants or knowingly re- 
ceives the benefit of such discrimina- 
tion, or with customers of either of 
them: Provided, That nothing herein 
contained shall prevent differentials 
which make only due allowance for 
differences in the cost of manufac- 
ture, sale, or delivery, resulting from 
the differing methods or quantities 
in which such commodities are to 
such purchasers sold or delivered: 
And provided further, That nothing 
herein contained shall prevent per- 
sons engaged in selling goods, wares, 
or merchandise in commerce from 
selecting their own customers in bona 
fide transactions and not in restraint 
of trade: And provided further, That 
nothing herein contained shall pre- 
vent price changes from time to 
time where in response to changing 
conditions affecting the market for 
or the marketability of the goods 
concerned, such as but not limited 
to actual or imminent deterioration 
of perishable goods, obsolescence of 
seasonal goods, distress sales under 
court process, or sales in good faith 
in dicontinuance of business in the 
goods concerned. 

(b) Upon proof being made, in 
any suit or other proceeding in which 
any violation of this Act may be at 
issue, that there has been discrimina- 
tion in price, or in services or facil- 
ities furnished, or in payment for 


services or facilities to be rendered, 
the burden of rebutting the prima 
facie case thus made by showing 
justification shall be upon the per- 
son charged with such violation: 
Provided, however, That nothing 
herein contained shall prevent a 
seller rebutting the prima facie case 
thus made by showing that his lower 
price, or the payment for or furnish- 
ing of services or facilities to any 
purchaser or purchasers was made 
in good faith to meet an equally low 
price of a competitor or the services 
or facilities furnished by a competi- 
tor. 

(c) It shall be unlawful for any 
person engaged in commerce, in the 
course of such commerce, to pay or 
grant, or to receive or accept, any- 
thing of value as a commission, 
brokerage, or other compensation, or 
any allowance or discount in lieu 
thereof, except for services rendered 
in connection with the sale or pur- 
chase of goods, wares, or merchan- 
dise; Provided, however, That in all 
such transactions of sale and pur- 
chase it shall be unlawful for either 
party to such transaction to pay or 
grant anything of value as a com- 
mission, brokerage or other compen- 
sation, or any allowance or discount 
in lieu thereof, to the other party to 
the transaction or to any agent, rep- 
resentative, or other intermediary 
therein, where such agent, represen- 
tative, or other intermediary is act- 
ing in fact for or in behalf, or is 
subject to the direct or indirect con- 
trol, of the said other party to such 
transaction. 

(d) It shall be unlawful for any 
person engaged in commerce, in the 
course of such commerce, to pay or 
contract for the payment of any- 
thing of value to or for the benefit 
of a customer of such person in the 
course of such commerce as compen- 
sation or in consideration for any 


(Continued on page 106) 
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Scientific Lamp Selling 


Made Easy 


ELIEVING that hardware 
men and other retailers 
have an opportunity to go 
places with sales of I.E.S. Better 





i Epa ds 2 i) 
J : 


a scales measure nails. Above: 
The hardware merchant is able to 
convince his customer of the 
greater efficiency of his merchan- 
dise, incidentally converting her 


for all time to the necessity for 


proper illumination. 


No larger than a deck of cards, 
the new light meter is recom- 
mended by the sponsors of the 
spring I.E.S. Lamp Campaign as 
a great aid in selling lamps in 
hardware stores. It is a compara- 
tively recent development of light- 
ing laboratory, measuring light as 


Sight Lamps, some fifty manufac- 
turers of these units are sponsors, 
together with General Electric and 
Westinghouse Lamp companies, 


of a national sales promotion 
campaign opening this month. 
I.E.S. Better Sight Lamps are 
the ones whose design bears the 
approval of the Illuminating En- 
gineering Society, nationally 
known group of lighting men and 
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“You see more light from the certified shade, 


” 


MEASURED LIGHT 
* PRICELESS Eves 
Soe Yommmg samed Oel 





says the hardware salesman, pointing to the proof—a light meter. He’s 


following the new sales methods outlined by the 1.E.S. Lamp Campaign for spring selling by retailers. 


eyesight specialists. To meet the 
I.E.S. standards, random samples 
of manufacturers’ lamps, which 
have been built on this design, 
must pass 54 tests at the Elec- 
trical Testing Laboratories, an in- 
dependent testing organization. 
The approved lamp was first made 
in only one style, a utilitarian 
study model. There are now nine 
types, from wall to table to floor 
units, and they’re made in a wide 
variety of styles. All have a trans- 
lucent bowl beneath the shade to 
diffuse and spread the light. 


Campaign Slogans 


The new campaign’ on these 
lamps runs through April. It has 


been named “Seeing Is Believing” 
with the idea that “to see” the 
new lamp demonstrated in the 
right way is “to believe” in it. 
The “right way” is with the as- 
sistance of a little instrument 
called a light meter which mea- 
sures light as conveniently and as 
convincingly as a folding rule 
measures piping. Accordingly, 
“Buy Measured Light” is also a 
slogan of the campaign. It is being 
taken to millions of homes, along 
with “Seeing Is Believing,” in 
$50,000 worth of national maga- 
zine advertising. 

This is the first time since the 
origin of the lamps three years 
ago that the I.E.S. Lamp makers 


have planned a drive specifically 
to help retailers increase their 
sales of these units. The two mil- 
lion and a quarter of these lamps 
already sold, and the great amount 
of educational work done to show 
people that they need better light, 
are a fine background for in- 
creased sales in retail outlets, the 
sponsors are convinced. 


The Market 


They count up approximately 
twenty-two million wired homes 
in the United States and estimate 
that the average one needs a mini- 
mum of at least three or four of 
these lamps. One woman in To- 


(Continued on page 88) 


The Better Light-Better Sight Campaign of the I.E.S.—a 


national sales promotion effort, opens this month — Here 


is your opportunity to tie in with it profitably. ...... 
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REPUBLIC STEEL TAKES STEPS TO 


ACQUIRE GULF 


The Republic Steel Corp., 
Cleveland, Ohio, which has for 
some years owned more than 30 
per cent of the common stock 
of the Gulf States Steel Co., 
Birmingham, Ala., has made a 
proposition to that company for 
complete ownership and control, 
according to an announcement 
issued recently by T. M. Gird- 
ler, chairman and president of 


Republic. A similar announce- 
ment was made by W. H. 
Cloverdale, president of Gulf 


States Steel Co. 

At present Republic owns ore 
and coal mines and blast fur- 
naces, but has no steel finishing 


facilities in Alabama. Some 
months ago, Gulf States an- 
nounced that it would spend 


about $2,500,000 for equipment 
to produce tin plate, and it is 
generally assumed that Republic 


STATES STEEL CO. 


might add other finishing capac- 
ity, possibly for the manufacture 
of its electric weld pipe, for 
which there has been a large 
demand in the oil fields of Cali- 
fornia and the Southwest. 

Gulf States Stecl’s plants at 
Gadsden, Ala., will add approx- 
imately 450,000 tons to Repub- 
lic’s ingot producing capacity, 
giving the company a total of 
6,450,000 tons. The finished 
products of Gulf States are bars, 
sheets, and wire products. “The 
Gulf States’ plant will greatly 
improve Republic’s position in 
the increasingly important mar- 
ket for steel in the South,” Mr. 
Girdler said. 

Republic’s properties in Ala- 
bama include two blast furnaces, 
with a total annual capacity of 
397,000 tons of coke, and ore, 
and coal properties. 





ELECT HAGER GENERAL 
MGR. OF TRACY-WELLS 


Following a recent board of 
directors meeting, R. C. Hager 
was elected general manager for 
The Tracy-Wells Co., wholesale 
distributors of hardware, 175- 
185 N. Front St., Columbus, 
Ohio. Mr. Hager will continue 
as vice-president of The Arnold 
Wholesale Corp., Cleveland 
branch of the company, which 
position he has held since 1930. 
During that time The Arnold 
Wholesale Corp. has grown to 
be one of the country’s largest 
major appliance distributors, at 
the present time distributing 
Zenith radios, A.B.C. washers, 
Leonard refrigerators and other 
large major specialty items, with 
a dealers’ organization of over 
500 dealers in 18 northeastern 
Ohio counties. 

Mr. Hager will also supervise 
the operation of the Appliance 
Distributing Co., a wholly-owned 
subsidiary of Tracy-Wells, dis- 
tributing major appliances in 22 
central Ohio counties. Associ- 
ated with Mr. Hager at the 
Appliance Distributing Co. are 
Nelson P. Wright, general man- 
ager and B. A. Morgan, sales 
manager. At the Arnold cor- 
poration, F. Sheldon Bradford 
is treasurer and general man- 
ager. Walter Custis is second 
vice-president and Arthur G. 
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Ridgley, director of sales. Wil- 
liam P. Tracy is also president 
of The Arnold Corporation. 





G-E RADIO MAKES 
APPOINTMENTS 


Fred A. Ray has been pro- 
moted to district radio sales 
manager for the Cleveland ter- 
ritory, including Ohio, northern 
Kentucky, and eastern Indiana, 
for the Radio Sales Division, 
General Electric Co., Bridgeport, 
Conn. Mr. Ray was formerly in 
charge of G-E radio sales in 
metropolitan Cleveland. 

W. P. Saunders has been ap- 
pointed radio sales manager for 
the Middle Atlantic district with 
headquarters in Philadelphia, to 
succeed the recently promoted 
C. M. Wilson. Mr. Saunders 
previously was a district radio 
specialist for G-E, contacting 
the major dealers in the Phila- 
delphia territory. F. B. Wanslow 
has been appointed by Mr. Saun- 
ders as district radio specialist 
in the Baltimore and Washing- 
ton territories. For the previous 
14 years, Mr. Wanslow was with 
the RCA Radiotron organization 
as district sales manager for the 
New York and _ Philadelphia 
areas. 

George S. Peterson has been 
appointed sales manager of the 


| Radio Division factory sales 
| branches in Chicago and Peoria, 
Ill. Mr. Peterson joined the 
General Electric organization in 
1930 as a sales specialist, first 
on radio and later on appliances 
for the Chicago territory. In a 
previous connection he was a 
salesman for the National Car- 
bon Co. in Chicago. 





W. H. ALLEN CO. TAKES 
ON OLIVER LINE 


The Walter H. Allen Co., 
wholesale, 1001 Broom St., Dal- 
las, Tex., has become distributor 
for the line of merchandise 
manufactured by the Oliver 
Farm Equipment Sales Co., Chi- 
cago. 





EMERSON APPOINTS 
SPECIALTY SALES MGR. 


The Emerson Electric Mfg. 
Co., St. Louis, has announced the 
appointment of Eugene P. Farris 
as manager of specialty sales to 
succeed H. L. Parker, Jr. 





HARDWARE MEN TRUSTEES 
FOR CLEVELAND SHOW 


With plans for Cleveland’s 
1937 Great Lakes Exposition be- 
ing rapidly whipped into shape, 
more than 100 leading industrial, 
business, and professional men 
have been named to serve as 
trustees. Among them are: T. 
W. Carlisle, vice-president, 
Strong, Carlisle & Hammond 
Co.; H. D. Cram, president, W. 
Bingham Co.; H. E. Hulburd, 
president, George Worthington 
Co., and Stanley Motch, trea- 
surer, Motch & Merryweather 
Machinery Co. 

The exposition will open its 
gates for the second year on May 
29 and will continue in opera- 
tion for 101 days. Plans for in- 
creasing the scope of the ex- 
position are under way. Special 
emphasis will be laid during the 
current year on educational ex- 
hibits, touching industry, agri- 
culture, and science, and depict- 
ing the importance of the Great 
Lakes states in those three fields. 





Sam E. Hunt, of the Hunt 
Brothers Co., Red Lake Falls, 
Minn., has been elected presi- 
dent of the Hall Hardware Co., 
dealer-owned wholesale hardware 
firm, Minneapolis, Minn. Mr. 
Hunt succeeds Charles F. Lad- 
ner, present chairman of the 
board, who had served tempo- 
rarily as president following the 
retirement of the organization’s 
veteran president, Geo. E. Hall. 
Mr. Hall resigned last December 
to enjoy a well-earned rest from 
business responsibilities, and is 
spending the winter at Miami 
Beach, Fla. 

The company’s new president, 
who conducts a successful retail 
hardware business at Red Lake 
Falls, Minn., presided for his first 
time at the sessions of the com- 
pany’s recent 24th annual stock- 
holders’ meeting and convention, 
to be reported in the March 11 
issue of HARDWARE AGE. 

Mr. Hunt is widely known 
throughout the Northwest; has 
a host of friends in the hard- 
ware trade, and is exceptionally 
well qualified to assume the 
duties of president. He has 
served as a director of the Hall 
Hardware Co. for a number of 








SAM E. HUNT NEW HALL PRESIDENT; 
S. P. DUFFY CONTINUES AS MANAGER 





= 


SAM E. HUNT 


years; is also a director of the 
Hardware Mutual Fire Insurance 
Co. of Minnesota, and is a past 
president of the Minnesota Re- 
tail Hardware Assn. 

In his new capacity, Mr. Hunt 
will continue to operate his store 
at Red Lake Falls, as the active 
management of the business will 
continue to be the responsibility 
cf S. P. (Steve) Duffy, who is 
general manager and secretary- 
treasurer of the company. 
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MAY CO. HONORS BOWIE 
ON 25 YEARS’ SERVICE 


The 20 Year Club of the May 
Hardware Co., 1818 New York 
Ave., Northeast, Washington, 
D. C., celebrated the twenty- 
fifth anniversary of George R. 
Bowie’s service with a dinner 
Feb. 1, in a private dining room 





GEORGE R. BOWIE 


of the Raleigh Hotel. This was 
followed by an interesting talk 
made by W. Harry Jennings, 
manager of the Baltimore office 
of the American Steel & Wire 
Co., and some humorous stories 


told by Elmer E. Reuling of the 





National Enameling & Stamping 
Co. Leo Schaab of the Western 
Cartridge Co. was also present. 

The May company presented 
Mr. Bowie with a handsome gold 
watch, suitably inscribed, and 
the members of the 20 Year 
Club presented him with a hand- 
some traveling case. His fellow 
employees gave him a fine leather 
belt with a silver buckle. In 
addition each member of the 
club presented Mr. Bowie with 
some humorous little present that 
played on his hobbies. 

Following the presentations, a 
Professor Quiz Intelligence Test 
was held. All the questions were 
of a serious nature and many 
had definite references to the 
hardware industry. 


BARSTOW’S NEW STORE 


The retail hardware business 
operated by C. R. and R. J. 
Barstow at Massena, N. Y., is 
now housed at a new location 
at 6 Main St. The new building 
measures 20 by 120 feet, has a 


/ new and modern front and has 


been completely remodeled for 
more efficient retailing. Win- 
dows 18 feet in depth are 
planned. The Barstow Brothers 
have been in business since 1916 
and until their recent move were 


located at 10 Main St. C. R. 





Barstow served six years as a 
director of the New York State 
Retail Hardware Association, 
Inc., and has frequently _par- 
ticipated in the programs of 
that body. 


STEWART IRON WORKS 
ELECT OFFICERS 


Richard C. Stewart, president 
and founder of the Stewart Iron 
Works Co., Cincinnati, Ohio, was 
made chairman of the board at 
an election held recently. Robert 
S. Stewart was elected presi- 
dent; Charles L. Costello, vice- 
president; W. S. Rich, secretary; 
S. M. Stewart, assistant secretary, 
and C. A. Aplin, treasurer. 





ARMSTRONG MFG. CO. 
EXPANDS SALES OFFICES 


B. I. Ashmun, president, Arm- 
strong Mfg. Co., Bridgeport, 
Conn., has announced that the 
general sales offices of the com- 
pany at 225 Lafayette St., New 
York City, has been increased 
a third in size and completely 
remodeled. The office staff has 
been tripled and the sales staff 
increased under the management 
of Harry S. Ashmun, vice-presi- 
dent of the company. Among 
the special representatives work- 
ing out of this office are- Ralph 
Ruhe and George Kovalchik. 





APPOINT DIRECTORS FOR 
ALLIED HDWE. STORES 


Paul R. Schlichte, Five Points 
Hardware Co., new president of 
the Allied Hardware Stores, Inc., 
Akron, Ohio, has announced the 
appointment of five directors 
and three committeemen for the 
organization. Directors are: 
William Stenacher, Community 
Hardware Co.; Raymond Lau- 
tenschlager, South Akron Hard- 
ware Co.; J. Par Stump, Stump 
& Dickerhoof; Grant Yount, 
Temple Square Hardware, and 
E. C. Swan, Swan Hardware 
Co. Members of the advertising 
committee are H. D. Hoose, 
Pfarr and Hobart Co., chair- 
man; E. J. Dickerhoof and H. 
A. Abrahams, Marsh Hardware 
Co. 


WILDLIFE CONFERENCE 
MARCH 1 TO 4 

The second annual North 
American Wildlife conference 
sponsored by the American Wild: 
Life Institute and the second 
meeting of the General Wild- 
life Federation will be held at 
the Jefferson Hotel, St. Louis, 
Mo., March 1 to 4. Details of 
the conference may be obtained 
from the American Wildlife In- 
stitute, 822 Investment Bldg., 
Washington, D. C. 





DISSTON MAKES 60- AND 50-YEAR SERVICE AWARDS 





Henry Disston & Sons, Inc., Philadelphia, Pa., awarded gold pins to 79 employees, whose years of service totaled 
4,260 years. S. Horace Disston, vice-president and general manager, was chairman at the presentation, which was made 


Feb. 3 at a luncheon in the. company’s cafeteria building at the Tacony plant. 


It was attended by active workers, pen- 


sioned workers and the company’s executives. Five employees, four active and one pensioned, received 60-year pins while 
47 active and 27 pensioners were given 50-year pins. 

At the speakers’ table, left to right, are: J. W. Jay, advertising manager; E. H. Biemuller, assistant treasurer; 
Charles P. Smith, assistant secretary; William S. Armstrong, secretary and treasurer; William D. Disston, vice-president; 
S. Horace Disston; Frank Disston, vice-president; Jacob $. Disston, Jr., vice-president in charge of sales, and Joseph Gil- 


fillan, general counsel. 
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AITKEN CROWNED KING 
OF ELECTRICAL LEAGUE 


A bejeweled crown on _ his 
head and an_ ermine-trimmed 
cape of red velvet around his 
shoulders, David Aitken, second 
vice-president of the Electrical 
League of Cleveland, recently 
was made King of the Old-Tim- 
ers before an audience of more 
than 500 in the Hotel Statler 
ballroom. 

The occasion was the 27th an- 
niversary of the league. A mem- 
ber who is active in business 
after 40 years with one concern 
is crowned king by the league 
each year. Aitken, who is de- 
partment manager of the George 
Worthington Co., replaces Harry 
L. Martien of the Martien Elec- 
tric Co. 

Mr. Aitken was accompanied 
to a raised “throne” at the speak- 
ers’ table by a costumed com- 
pany of courtiers, made up of 
Mr. and Mrs. Martien, William 
Ganson Rose, Mr. and Mrs. J. 
E. North, William S. Culver, 
Mrs. Aitken, Mr. and Mrs. B. F. 
Klein and H. Whitford Jones. 
Harper Garcia Smyth was mas- 
ter of ceremonies. A banquet 
followed the coronation. Two 
groups of songs were sung by 
Mary Kettelman, Marie Sim- 
melink Kraft, Howard Justice, 
and Harper Garcia Smyth, with 
Norman Lentz as accompanist. 

Chairman for the program was 
Vernon M. Meimberger. Wil- 
liam Ganson Rose was _ toast- 
master. 


R. IL ESHMAN WITH 
FAIRBANKS, MORSE 
R. I. Eshman has been ap- 
pointed special representative for 
the Home Appliance Division of 
Fairbanks, Morse & Co., In- 
dianapolis, Ind. Mr. Eshman has 





been active in both the manu- 
facturing and retail fields since 
1925. His experience prior to 
joining Fairbanks, Morse in- 
cluded that of district manager, 
special representative, and sales 
promotion representative with 
Kelvinator Corp.; supervisor, 
Mid-Atlantic Division, Westing- 
house; manager, refrigerator 
sales, Midwest Utilities (Ohio 


Electric Power). 


REPUBLIC DEVELOPS NEW 
COATING FOR FENCING 


A new electro galvanizing 
process has been developed by 
the Republic Steel Corp., Cleve- 
land, Ohio, for applying what 
is declared to be a 27 layer zinc 
coating on Republic Farm fence. 
The method, requiring special 
equipment said to represent an 
investment of more than one mil- 
hon dollars, includes a number 
of the largest and most powerful 
electric generators of their type 
ever built, which ‘supply over 
600,000 amperes of current at 
low voltage. 





Micro-photograph of zinc coating on 
fence wire, magnified 496 times 
showing how the 27 zine coatings 





have been knitted to each other 


Differing from the method by 
which the zinc is applied in a 
molten state, Republic’s new 
process is accomplished through 
the use of a 150 ft. electro gal- 
vanizing unit. At one end of this 
unit forty reels unwind and feed 
the same number of copper-bear- 
ing uncoated steel wires into an 
electrolytic bath, where they 
pass 27 electrodes. Each elec- 
trode, in turn, applies to these 
wires an additional layer of zinc, 
which it securely knits to the 
previous layer, thus building up 
s heavy and uniform coating of 
zinc. 

The resultant multiple zinc 
coating is said to provide better 
protection for the wire for the 
same reason that numerous coats 
of paint provide better protec- 
tion to exposed wooden surfaces. 
It is also said that the silvery 
appearing coating is so tough, 
pliable, and adhesive that it will 
withstand bending and _ severe 
treatment without cracking, flak- 
ing or peeling off, while giving 
the fencing an unusual ability 
to resist the ravages of weather 
and time. 

DISSTON FULFILLS 
SALES QUOTA 


More than 200 office employees 
and plant executives of Henry 
Disston & Sons, Inc., Philadel- 
phia, Pa., enjoyed a dinner, Jan. 
22, 1937, in celebration of at- 
taining the sales quota for 1936. 
The dinner was held in the Grille 
Room of the Arcadia Restaurant, 
Widener Bldg., Philadelphia. 

At the conclusion of the din- 
ner, a few brief remarks were 
made by some members of the 
Disston management, after which 
an entertainment consisting of a 
floor show by local popular fa- 
vorites was enjoyed. This was 
followed by dancing. 








Bagpipes struck a new note during the recent sales convention of Valentine & Co., New York 


City. 


A kilted “Hielander” kept the Valspar “clans” in order while President T. J. Campbell 


and Sales Manager Frank P. Connolly announced increased advertising and promotion activities 
for 1937 and reported last year’s gains in sales and distribution. In the photograph the bagpiper 
is standing over Messrs. Campbell and Connolly. 
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FOSTORIA STEEL FIRM 
MAKES CHANGES 


The Fostoria Pressed Steel Co., 
Fostoria, Ohio, has made several 
changes in its executive person- 
nel. C. D. Fifer, president and 
general manager since the com- 
pany’s organization, several years 
ago, has been made chairman of 
the board and R. J. Carter, for- 
mer secretary-treasurer, has been 
named president and treasurer 
and also general manager. C. W. 
McDaniels was elected vice-presi- 
dent and secretary and will have 
charge of sales. These officers, 
with E. P. Bates of Cleveland, 
and George E. Schroth of Tiffin, 
complete the directorate. 

A steel scaffolding division has 
been added with E. L. Frase pur- 
chasing agent, in charge. R. L. 
Hill, assistant treasurer, has been 
named purchasing agent and 
Fred Penske will become factory 
manager. 


PITTSBURGH TESTING 
LABORATORY ELECTS 


C. M. Houck, formerly man- 
ager of the inspection division of 
the Pittsburgh Testing Labora- 
tory, inspecting engineers and 
chemists, Pittsburgh, Pa., was 
elected vice-president of that or- 
ganization. His predecessor in 
the vice-presidency, A. R. Ellis, 
was recently elected president. 
The: organization is one of the 
largest commercial testing lab- 
oratories in the world, operating 
nationally through laboratories in 
14 American cities, and inter- 
nationally through associated 
companies in Canada and its own 
representatives in Europe. 





HAWKINS CO. ADVANCES 
PRODUCTION SCHEDULE 


The Hawkins Co., South Brit- 
ain, Conn., due to increased de- 
mand for Blake & Lamb steel 
traps, has increased its produc- 
tion facilities by the addition of 
new machinery to its plant at 
South Britain, and has also be- 
gun, weeks ahead of former 
years, full time operations to 
complete its stock for fall dis- 
tribution. The traps made by 
the company have springs, tem- 
pered through an exclusive proc- 
ess, requiring about five times as 
long as ordinary spring temper- 
ing. The traps feature the zinc 
coated shank, and the riveted 


pan post. 
MRS. HUNT HEADS 
CREDIT GROUP 

Mrs. Hattie L. Hunt, credit 
manager, Wilkins-Leonard Hard- 
ware Co., Youngstown, Ohio, has 
been elected president of the 
Youngstown Retail Credit Asso- 
ciation for 1937. 
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ATKINS & CO. HONORS 
EMPLOYEES’ SERVICE 


At the thirty-first annual din- 
ner and entertainment of E. C. 
Atkins & Co., Indianapolis, held 
Feb. 6 at the Hotel Saverin roof 
garden, the Atkins 20-Year Club 
celebrated this year with an out- 
standing feature of presenting 
Henry C. Atkins, Sr., president 
of the company, with a 55-year 
service pin and a 50-year pin to 
an employee, Henry Zschech. 





HENRY C. ATKINS, SR. 


This year’s awards give the 
club a total of 4 active members 
with 55 years’ service; four ac- 
tive members with 50 years’ ser- 
vice, and three inactive. All 
members completing an addi- 
tional five-year service period, 
will receive a new pin, em- 


blematic of the total years they | 


have been with the company. 
The new officers elected for 
the club are: honorary president, 
H. C. Atkins, Sr.; president, L. 
Z. Beckwith; vice-president, John 
Sapp; treasurer, C. S. Bronson; 
secretary, C. A. Newport, and 
assistant secretary, W. A. Weaver. 
The Ladies 10-Year Club was 
also entertained at the same time 
and with a theater party. 
There are also 10 colored em- 
ployees, who have served from 
20 to 43 years in the Colored 
Service Club. These were guests 
of the company at a dinner in 
the colored branch, Phyllis 
Wheatley Y.W.C.A., and at a 
theater party. 
CZECHOSLOVAKIA LIFTS 
IMPORT RESTRICTIONS 


Czechoslovakia has lifted a 
good part of its import restric- 
tions, effective Jan. 1, 1937, per- 
mitting more than two-thirds of 
imported articles to regain free 
entry. This is expected to have 
a favorable effect on the Prague 
International Fair, which will be 
held from March 5 to 14, 1937. 
All the leading firms of that 
country will show their goods at 
the fair, which will include some 
3,000 exhibitors of typical 
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Czechoslovak articles such as 
glassware and china, toys, 
leather and metal goods, house- 
hold and kitchen wares, textiles, 
machines, etc. 





NORTH JERSEY GROUP 
HOLDS LIVELY MEETING 


A lively meeting, full of in- 
teresting discussions, was held 
Feb. 9 by the North Jersey 
Hardware & Supply Association 
at the Hotel Plaza, Jersey City, 
N. J. C. F. Werner, vice-presi- 
dent, presided over the 40 pres- 
ent, in the absence of President 
George Force. 

Donald Rice of the Pennsyl- 
vania & Atlantic Seaboard Hard- 
ware Association spoke on the 
coming convention of the asso- 
ciation, a membership drive and 
consumer cooperatives. Theo- 
dore Romaine, Romaine Hard- 
ware Co., Hackensack, N. J., 
discussed fertilizers, giving an 
instructive and interesting ad- 





dress on their evolution from 
biblical to present times. He 
enumerated the different kinds 
of fertilizers and their uses. 

Other guests at the meeting 
were: Seymour Sears, Tucker 
Co., New York City; William 
Wagner, Standard Varnish Co.; 
Arthur Hendricks, Hendricks 
and Howell; Jerry Scanlon, 
Cook & Dunn Paint Co.; William 
Cruger, Underhill, Clinch & Co., 
New York City, and John Jaco- 
bus, Jacobus Brush Co. 





JOHNSON, MGR. OF 
ATHENS HDWE. CO. 


J. C. Johnson has been named 
manager for the Athens Hard- 
ware Co. wholesale and retail, 
Athens, Ga. He was formerly 
associated with the Loeb Hard- 
ware Co. in Montgomery, Ala. 
At a banquet the employees of 
the Montgomery store presented 
Mr. Johnson with a gift as a 
token of their esteem. 





Valentine & Co., New York City, was recently asked for an | 
estimate on this house at 212 State St., Boston, Mass. It is 16 feet | 





high by 52 inches wide. The company responded with a single 
quart of Valspar house paint, and the painter who did the job states 
it is possible to paint the entire width of the building with one 
brush stroke. A colorful story attributes the construction of the 
house, over 100 years ago, to a dispute about the right to use the 
narrow lane that originally occupied the space. The construction 
of the house was the owner’s method of settling the dispute. 








AMERICAN STEEL NAMES 
DEPARTMENT HEAD 


Frank J. Reynolds, until Feb. 
1, County Agent of the Polk 
County Farm Bureau, Des 
Moines, Iowa, has joined the 
staff of the American Steel & 
Wire Co., United States Steel 
subsidiary, as manager of the 
agricultural extension depart- 
ment. The offices of this de- 
partment will be located in 
Chicago. 





FRANK J. REYNOLDS 


The department will maintain 
close association with agricul- 
tural development. The booklets, 
bulletins, charts, and other in- 
formation, which have been used 
extensively by agricultural 
schools and colleges, and other 
groups, will continue to be im- 
portant subjects of this branch 
of the activity. 


MOTOR AND EQUIPMENT 
MFRS. ASSN. ELECTS 


At the meeting of the board 
of directors of the Motor & 
Equipment Manufacturers Asso- 
ciation, Jan. 19 at the Stevens 
Hotel, Chicago, the following 
were elected officers for 1937: 
President, B. G. Close, vice-presi- 
dent, King Quality Products Co., 
St. Louis, Mo.; vice-president, 
J. M. Spangler, general sales 
manager, National Carbon Co., 
New York City; secretary, H. L. 
Sharlock, vice-president, Bendix 
Aviation Corp., South Bend, Ind., 
and treasurer, reelected, C. P. 
Brewster, sales manager, K.-D. 
Mfg. Co., Lancaster, Pa. 





HUGH TOLLESON 
IS IMPROVING 


Hugh Tolleson, Amarillo Hard- 
were Co., Amarillo, Tex., who 
spent many weeks in a Dallas, 
Tex., hospital, has been removed 
to the Melrose Hotel, 3015 Oak 
Lawn Ave., Dallas, where he is 
making rapid strides toward a 
complete recovery. 
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POT & KETTLE NEWS 

The first meeting of the new 
year of the Los Angeles Pot & 
Kettle Club was presided over 
by its new president, Jud Pohl- 
son of the National Enameling 
& Stamping Co. The second 
meeting was in the hands of 
Les Neblett of the L. A. Ladder 
Co. who had as his guest George 
D. Warnli, secretary and trea- 
surer of the company. Art 
Wheeler introduced Dr. Edward 
F. Merrill, who gave an inter- 


esting talk on the drug habit. | 


The club’s new corresponding 
secretary presented sound pic- 
tures of the new San Francisco- 
Oakland bridge by courtesy of 
Columbia Steel Co. It was offi- 
cially announced by C. A. L. 
Wilson, president of the national 
club, that the next Pot & Kettle 
convention will be 
Hotel Gearhart, Gearhart, Ore., 
June 25, 26, and 27. New mem- 
bers elected to the club are: 
Fred G. Pohl, Hollywood 
Wholesale Electric Co.; J. E. 
Harrigan, Walkers Department 
Store; W. Feeney, manufactur- 
ers representative, and E. G. 
Barbour, Robeson-Rochester Co. 

At the first meeting of the 
San Francisco Club, the new 
president, H. S. Baker, Omar 
Cox Co., was introduced and | 
appointed new committee mem- 
bers. George Foster presented 
Mike Sweyd with a gold foun- 
tain pen, in behalf of the club 
members, for his work during 
1936. Jack Loughman was ap- 
pointed publicity director of the 
club. 

The Portland club is making 
plans to entertain the associated 
clubs at the coming convention 
in June. The Seattle club will 
assist. 

CHARLES J. HEALE 

ADDRESSES HARDWARE 

ASSN. OF N. Y. 


At the regular monthly lunch- 
eon of the Hardware Trade Assn., 
held at the Hotel Pennsylvania, 
on Tuesday, Feb. 16, 1937, 
Charles J. Heale, editor of Harp- 
ware AcE, discussed some of the 
phases of the Robinson-Patman 
Act as they affect the hardware 
business and retailing generally. 
Mr. Heale explained the prog- 
ress of the legislation to date, 
mentioning the test case now in 
progress. His talk held the close | 
attention of the members of the 
luncheon participants and brought 
out many interesting queries, 
which he answered to the gen- 
eral satisfaction of those present. 

The speaker indicated that in 
general the new law is a good 
one and that if, in its present 
form, it does not work out, busi- 
ness may look for another more 
effective one. He explained that 
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held at the | 





| the act does not prohibit better 
| prices for larger quantity orders, 
| but such better prices must be 
| justified by economies the larger 
order is supposed to effect. 
The meeting was presided over 
| by H. L. Gilliam, Wood Shovel 
| & Tool Co. 
| Atkins & Co., is secretary. 


| WRIGHT MFG. DIVISION 
MAKES CHANGES 


Charles B. Veit, who has been 
| associated for a number of years 
| with the Wright Mfg. Division 
| of the American Chain & Cable 

Co., Inc., Bridgeport, has been 
| appointed sales manager of that 
with headquarters at 
York, Pa. S. J. Woodworth has 
been made New York district 
| manager, with office in the New 
| York Central building. 


division, 


WINS FIRST PRIZE 
IN UNIFLOW CONTEST 


William Treman, R. F. D. 1, 
Erie, Pa., won first prize of $200 
in cash or $311 in merchandise 
in a contest sponsored by the 
| Uniflow Mfg. Co., Erie, Pa. The 
| prizes were awarded for the best 
three suggested selling points on 
each of three Uniflow products: 


JOHN TREMAN 


shallow well pumps, deep well 
pumps, and water softeners; and 
one on cellar drainers. 

Vernon Rogers of C. S. Rogers 
& Son, Oshkosh, Wis., won second 
prize of an M-45 Uniflow Lec- 
trik-Ice refrigerator and A. W. 
Taylor, E. H. Walker Co., 
Toledo, Ohio, was awarded 
second prize of $25. 


E. S. Norvell, E. C. 











CUSACK & HARMAN MOVE TO NEW OFFICES 
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MESSRS. R. V. CUSACK AND A. D. HARMAN 


R. V. Cusack and A. D. Har- 


man associated as Cusack & 
Harman, direct factory represen- 
tatives of Kansas City, Mo., have 
moved to new quarters at 518 
Reliance Bldg., in that city. 
Their new telephone number is 
Victor 3588. 

Among the firms represented 
by Messrs. Cusack and Harman 
are: Central Fibre Products Co., 
Chelsea, Mich.; Conco Engineer- 
ing Works, Mendota, Ill.; Eagle 
Mfg. Co., Wellsburg, W. Va.; 
Eagle Steel Wool Co., Chicago; 
Ferry Cap & Set Screw Co., 


Cleveland; Iwan Bros., South 
Bend, Ind.; Kalamazoo Sled Co., 
Kalamazoo, Mich.; The McKay 
Co., Pittsburgh; Radio Steel & 
Mfg. Co., Chicago; Frank Rose 
Mfg. Co., Hastings, Neb.; Ruby 
Chemical Co., Columbus, Ohio: 
Sallee Bros., Pocahontas, Ark.; 
Tip-Top Products Co., Omaha. 
Neb., and Woodings-Verona Tool 
Works, Verona, Pa. 

These firms are represented by 
Cusack & Harman in Missouri, 
Kansas, Iowa, Nebraska, Okla- 
homa, and Arkansas. 





FRIGIDAIRE HOLDS 
NEW YORK MEETING 


Distributors in the New York 
metropolitan area for the Frig- 
idaire Division, General Motors 
Sales Corp., Dayton, Ohio, met 
Feb. 9 for a one-day sales meet- 
ing in the grand ballroom of the 
Hotel Astor, New York City. 
They were shown the new models 
of the 1937 Frigidaire lines in 
a series of dramatic presenta- 
tions on the stage of the ball- 
room. The entire line and _ its 
several new features met with 
enthusiasm by the vast distribu- 
tor audience. At noon Frigidaire 
was host at a luncheon. 

LINCOLN ELECTRIC ADDS 

TO SALES STAFF 


The Lincoln Electric Co., 
Cleveland, Ohio, has added to 
the sales staff of its Chicago 


office, 1455 W. 37th St., Robert 
A. Wilson, George Manula and 
A. T. Cox, Jr., formerly sales 
engineer for the J. D. Adams 
Co., Indianapolis, Ind. They will 
be associated with G. E. Ten- 
ney, manager, J. C. Ardagh, 
H. M. Downing, W. B. Horton, 
and L. W. O’Day, sales engi- 
neers at the Chicago office. The 
office is equipped with stocks of 
Lincoln welding electrodes and 
accessories, as well as models of 
the new Lincoln “Shield-Arc 
SAE” welder. 





ENAMEL WARE FIRM 
LEASES SPACE IN MART 


The Republic Stamping and 
Enameling Co., Canton, Ohio, 
has leased space in The Mer- 
chandise Mart, Chicago. The 
firm, which will occupy space 
No. 14-109, produces enamel 
ware kitchen utensils. Officers of 
the company are: president, H. 
C. Milligan; secretary, H. B. 
Fawcett; general sales manager, 
R. M. Fawcett, and advertising 
manager, H. B. McNiece. 





MASTER MAIL APPOINTS 
DISTRIBUTOR 


Master Mail Box Mfg. Co., 
5052 Washing Ave., S., Minne- 
apolis, Minn., has announced 
the appointment of E. H. John- 
son, 50552 Washburn Ave., S., 
Minneapolis, Minn., as national 
distributor of its products. The 
company invites inquiries con- 
cerning its “master in the wall” 
mail boxes. 

RICH LADDER PLANT 
IN OPERATION 


Although the plant of The 
Rich Pump & Ladder Co., Cin- 
cinnati, Ohio, was in the flood 
zone, it is now in operation and 
the company has a complete 
stock of dry, clean material and 
is in a position to furnish mer- 
chandise immediately. 
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DAVE BERGER JOINS 
: SUPPLEE-BIDDLE 














DAVE BERGER 


Dave Berger, formerly Trea- 
surer, Masback Hardware Co., 
Inc., New York, N. Y., has be- 
come associated with Supplee- 
Biddle Hardware Co., Philadel- 
phia, Pa. 


GIBSON ANNOUNCES NEW 
MERCHANDISING PROGRAM 

The Gibson Electric Refrigera- 
tor Corp., Greenville, Mich., has 
inaugurated a new complete mer- 
chandising program, designed to 
help dealers more effectively to 
sell the Gibson refrigerator. A 
variety of selling-aids have been 
created and are offered in a port- 
folio, which is being sent to all 
Gibson dealers. Included in the 
portfolio is a catalog, presenting 
the new 1937 line and its fea- 
tures; suggested cooperative 
newspaper advertisements; in- 
formation designed to acquaint 
the dealers’ salesmen with the 
line and to aid them in making 
sales; a series of testimonial let- 
ters for display; literature for 
distribution to the dealers’ cus- 
tomers: material for mailing; 
colorful window and store inte- 
rior banners and display panels; 
a Neon sign and other point-of- 
sale displays. 


ONE MINUTE WASHER CO. 
MAKES APPOINTMENTS 


J. E. Alexander, vice-presi- 
dent and general sales manager 
of the One Minute Washer Co., 
Newton, lowa, has announced 
the appointment of the Leonard 
L. Minthorne Co., New York 
City, to handle all export busi- 
ness except to Norway, Belgium, 
and Australia. E. G. Vail as 
field manager will have in his 
charge the California organiza- 
tion of the company. His head- 
quarters are at 116 New Mont- 
gomery St., San Francisco. Mr. 
Vail has been associated with 
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the washer and refrigerator in- 
dustry for many years. 

Carl J. Cortright has been 
appointed district sales manager 
in the Pittsburgh and West Vir- 
ginia division. He has been 
associated with One Minute 
Washer for 14 years. 


AUTOMATIC PRODUCTS 
HAS NEW BUILDING 


Roy W. Johnson, president of 
the Automatic Products Co., 
Milwaukee, Wis., recently pur- 
chased the newly built enameling 
plant of the Fuller-Warren Stove 
Co., at 2450 N. 32nd St., that 
city. This modern sun-lighted 
building gives the company over 
60,000 square feet of manufac- 


turing space, with room for 
further expansion. 
Earl Vallee, sales manager, 


points out that one of the ad- 
vantages of the new location is 
that all production will be on the 
one floor. The company was 
organized during the depression 
for the manufacture of automatic 
controls for refrigerating, oil 
heating, and air conditioning 
applications, and the continued 
success of its products has neces- 
sitated its removal to larger 
quarters. 


DISSTON BOWLERS 
SET RECORDS 


Bowlers of Henry Disston & 
Sons, Inc., Philadelphia, Pa., set 


-two second half season standards 





in sweeping their series with 
Cook Pumps in the Philadel- 
phia Major League. The Disston 
squad established a high mark 
for rivals to surpass, by knock- 
ing down 1105 in the first game 
to Cook Pumps’ 842. The Dis- 
ston men also captured the sec- 
ond game by six pins, scoring 
994, and also won the third tilt 


by 996 to 952. The aggregate | 


for three games was 3095, while 
Cook Pumps totaled 2782. Dis- 
ston had the previous high sin- 
gle game, 1075. 

Tom Faulkner was high for 
Disston with 643. He started 
with 244, had 164 in the second 
and finished with 235. Paul 
Biemuller had 623, Ziegler, 620; 
Fredericks, 610, and Maitre, 599. 


1936 REVIEW OF STATE 
RETAIL LEGISLATION 


Emphasizing that to retailers 
state laws are of equal impor- 
tance to federal legislation, the 
American Retail Federation, 1627 
K Street, N. W., Washington, 
D. C., in announcing publica- 
tion of a review of legislation in 
the states during 1936, pointed 
out that recent developments 
also indicate a definite trend 
toward enlarging the role of state 
legislatures in the attainment of 
national objectives. The Federa- 
tion’s review summarizes legis- 
lation proposed and enacted un- 
der the following headings: tax 
and licensing legislation; trade 
regulation; social and labor leg- 
islation, and consumer legislation. 





Wallace P. DuPree, president, Spartanburg, S. C., Chamber of 
Commerce, acting on behalf of the judges in the recent Super- 
kleen brush contest, sponsored by Devoe & Raynolds Co., Inc., 
New York City, presents a new Plymouth de luxe sedan as first 


prize to J. V. Haynes, Spartanburg painter. 
Mohrhusen, sales manager, Superkleen 


left to right, are A. H. 


In the background, 


brushes; J C. Soulie, manager, Atlanta branch, Devoe & Ray- 
nolds Co.; Fred Hall, general manager, Montgomery & Craw- 
ford Co.; L. K. McCoy, Devoe sales representative, and Mr. 
White, retail. manager of Montgomery & Crawford Co 

A second prize of $100 was won by Ted Huebenthal of Des 
Moines, Iowa, and a new Superkleen brush was awarded to each 
of 100 other professional painters for their prize winning entries. 





| bearing steel and 


SCHUPPENER HEADS 
BERGER SALES UNIT 
R. I. Schuppener has 

made general sales manager of 
the New Building Products 
Divisions of Berger Mfg. Co., 
Canton, Ohio, a subsidiary of 
Republic Steel Corp., which has 
re-entered the building products 


been 





R. I. SCHUPPENER 


field, in which it 
has not been active for several 
years. 


fabrication 


A complete line of building 
products under the Berloy blue 
label line trademark will sup- 
plement the company’s line of 
sheet metal products, according 
to L. S. Hamaker, executive vice- 
president and general manager. 
Among the products will be 
pipe, 
gutters, valleys, and ridging, in 


eaves trough, conductor 


addition to complete lines of 
trimmings and accessories, gal- 
vanized and black sheets, ternes 
Other products 


will include Toncan iron, copper 


and coke plates. 


galvanized 


| steel, to be distributed through 


jobbers and dealers. 

Mr. Schuppener has been as- 
sociated with the metal building 
trades industry all of his life. 
He first engaged in the retail 


| hardware, machinery and_ sheet 


| metal 





business in association 


with his father. Later he be- 
came sales manager of the Mil- 
cor Steel Co., Milwaukee, Wis., 
and later was associated with 
the Klauer Mfg. Co., Dubuque, 
For the 


past ten years he hes been de- 


Iowa, as sales manager. 
partment sales manager of the 
Wheeling Corrugating Co., 
Wheeling, W. Va. 
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GEORGE W. PECK 


George W. Peck, 83, leading 
hardware merchant and former 
mayor of Elmira, New York, 
passed away Jan. 31 after an 
extended illness. Mr. Peck was 
one of the most widely known 
and influential business men in 
New York, having been in the 
hardware business for nearly 70 
years and as proprietor of The 
Geo. W. Peck Co., operating a 
chain of 10 stores. 





GEORGE W. PECK 


At the age of 14, Mr. Peck 
began his career in a hardware 
store in Picton, Ontario, Canada, 
and for several years following 
worked in several stores learning 
the tinners’ trade. In the early 
70’s he found employment with 
a Savona concern, of which he 
became a partner in 1875. A 
year later he purchased his part- 
ner’s interest and continued as 
sole owner until 1880, later open- 
ing a new hardware store in 
Prattsburg. In 1882 Mr. Peck 
established a store in nearby 
Pulteney, which he later sold. A 
hardware store at Cohocton was 
purchased in 1886 and two years 
later, another store at Bath. 
Stores in Bradford, Hornell, 
Dansville, Penn Yan, Geneseo, 
Corning, and Elmira were added 
to the Peck chain between 1893 
and 1912. In 1915 Mr. Peck 
established his residence in El- 
mira to take care of his store 
there. 

Mr. Peck was also actively 
identified with many political 
and civic movements, which 
brought him a great deal of 
recognition in up-state New York. 
He was a member of the Harp- 
warE AcE Fifty Year Club. 





JOHN L. REINECK 


John L. Reineck, 74, president 
of The Swint-Reineck Co., whole- 
sale and retail hardware, and the 
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OBITUARY 


Hollinger Cutlery Co., both of 
Fremont, Ohio, passed away re- 
cently after a brief illness of 
pneumonia. 

Mr. Reineck had been engaged 
in the hardware business from 
the time he became a clerk at 
the former Hetrick & Bristol 
hardware store at the age of 16. 
With the late F. J. Swint, he 
afterward became a member of 
that firm and after the death of 
Mr. Bristol, 40 years ago, the 
firm became known as The Swint 
& Reineck Co. The partners later 
bought the Thompson & Co: 
hardware firm and moved to its 
location, the present site of the 
Swint-Reineck Co. Mr. Reineck 
leaves two daughters. 


JOHN V. ZWECK 


John V. Zweck, 71, former 
prominent business man _ of 
Beaver Dam, Wis., passed away 
suddenly. Mr. Zweck as a youth 
entered the employ of Doolittle 
& Golling, proprietors of a hard- 
ware store. He later became 
connected with the Fred Rass- 
mann hardware and in 1902 ac- 
quired and operated his own 
store in Beaver Dam. In 1924 
the Zweck-Wollenburg Hardware 
Co. was formed and incorporated 
with Mr. Zweck at its head, until 
his retirement 11 years ago. 

Mr. Zweck. was a director of 
the American National Bank and 
of the Duplex Battery Co. of 
Beaver Dam. In recent years he 
and his family had been making 
their home in Los Angeles, Cal. 
He leaves his widow and daugh- 
ter and two brothers. 


EDWIN W. REED 
Edwin Winsor Reed, 45, vice- 


president and general superin- 
tendent, Reed & Prince Mfg. 
Co., Worcester, Mass., passed 
away Feb. 13 after a long illness. 
Mr. Reed was associated with 
the company since his gradua- 
tion from the Worcester Poly- 
technic Institute in 1914. He 
leaves his widow, a son, E. Win- 
sor Reed, Jr., and a daughter. 


J. KYLE MONTAGUE 


J. Kyle Montague, 57, vice- 
president, Graves - Humphreys 
Hardware Co., wholesale, Roan- 
oke, Va., passed away recently 
as a result of an accident while 
in a delivery truck. He leaves 
his widow and four sons: Dan, 
who is associated with the com- 
pany and J. Kyle, III, Warren, 
and Barnett. 











WILLIAM B. MARTIN 

William B. Martin, 71, presi- 
dent and treasurer of the Mar- 
tin Hardware Co., wholesale and 
retail, Mansfield, Ohio, passed 
away Jan. 19 in a Detroit, Mich., 
hospital. He had been in poor 
liealth more than a year. 

Mr. Martin was widely known 
throughout the hardware busi- 
ness, having been a director of 
the National Retail Hardware 
Association, from which position 
ill health forced him to resign 





WILLIAM B. MARTIN 


and a past-president of the Ohio 
Retail Hardware Association. In 
1902 Mr. Martin purchased an 
interest in the Remy-Baer Bros. 
hardware store, which became 
known as the Baer-Martin hard- 
ware. In 1911 he purchased the 
remaining interests and formed 
the present Martin Hardware Co. 

He was president of the Me- 
chanics Building and Loan, a 
director of the Mansfield Sav- 
ings Trust National Bank, a 
member of the Mansfield Tele- 
phone Co., vice-president of the 
Richland Hotel, and was inter- 
ested in several smaller business 
enterprises. 

Mr. Martin was equally as well 
known for his civic and philan- 
thropic activities. 


THOMAS E. HEREFORD 


Thomas FE. Hereford, 
president, Belknap Hardware & 
Mfg. Co., Louisville, Ky., died 
Feb. 2. Mr. Hereford had been 
with the company for many 
years, first as a travelling sales- 
man and then as an executive. 
He leaves his widow and two 
daughters. 


vice- 





N. Y. PAINT, VARNISH 
GROUP MEETS 


Approximately 200 members 
of the New York Paint, Varnish 
and Lacquer Association  at- 
tended a dinner meeting, Feb. 
4, at the Hotel Biltmore, New 
York. President Harry H. Hill- 
man, Eagle Paint & Varnish 
Works, officiated. 

Prior to the dinner meeting 
an executive session was held, 
where various organization prob- 


lems were discussed. Action 
taken at the dinner was the 
revision of by-laws, many of 


which had been nullified by the 
N.R.A. The evening’s entertain- 
ment was arranged by G. A. 
Wharry, chairman of the enter- 
tainment committee. 





A. C. WEICK ORGANIZES 
MARKET ANALYSIS FIRM 


Arthur C. Weick has organ- 
ized the A. C. Weick Co. at 20 
West Jackson Blvd., Chicago, to 
put into practice a new, com- 
monsense approach to the solu- 
tion of the vital marketing, dis- 
tributing, merchandising, and 
advertising problems in the hard- 
ware industry. Mr. Weick pre- 
viously was connected for eight 
years with Henri, Hurst & Mc- 
Donald, Inc., Chicago advertis- 
ing firm, and has had consider- 
able experience along marketing 
and research lines in several 
industries. 





GLOBE AMERICAN CORP. 
NAMES DISTRIBUTORS 


Marshall-Wells Co., in Port- 
land, Ore., and Spokane and 
Seattle, Wash., has been ap- 
pointed distributor in the North- 
west territory for Glow Maid 
and Dutch Oven ranges and 
Glow Boy and Ray Boy heaters 
manufactured by the Globe 
American Corp., Kokomo, Ind. 





MRS. PHILIP CORBIN 


Mrs. Effie Zabriskie Corbin, 
wife of Philip Corbin of New 
York City, passed away recently 
in a New York hospital. She 
was married to Mr. Corbin, the 
grandson of the founder of the 
American Hardware Corp., New 
Britain, Conn., in June, 1921. 
Mr. Corbin at that time was 
vice-president of the company. 





ENOS A. KELLY 


Enos A. Kelly, 53, associated 
for 19 years with the Hall Hard- 
ware Co., Minneapolis, Minn., 
passed away Feb. 14. Mr. Kelly, 
who is survived by his widow 
and two children, was associated 
with Janney, Semple, Hill, be- 
fore he joined the Hall organiza- 
tion. 
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Dennis A. Merriman Receives Award 


As Outstanding Member of 
Hardware Industry 





Hardware Merchants’ & Manufacturers’ Association of 
Philadelphia Make Presentation to Popular Sales Executive 


on February 4, 1937. 





HE popular Dennis A. Merri- 

man was chosen to receive the 

1937 award of the Hardware 
Merchants’ and Manufacturers’ As- 
sociation of Philadelphia as “an 
outstanding member of the hard- 
ware industry who has reflected 
great credit upon it.” The official 
presentation of the scroll and gold 
medal took place at the fifty-first 
annual banquet of the organization, 
which has only five times previously 
made such an award in its long 
history. The banquet was held at 
the Bellevue-Stratford Hotel, Phila- 
delphia, Pa., Feb. 4, 1937, with 400 
in attendance representing leading 
wholesale and manufacturing inter- 
ests. William George Steltz, presi- 
dent, Supplee-Biddle Hardware Co., 
presided as chairman, and the pres- 
entation was handled by E. E. 
Chandlee, vice-president, Edward 
K. Tryon Co. 

Mr. Merriman is vice-president, 
director and general sales manager 
of The American Steel & Wire Co., 
and beloved by the entire hardware 
industry. A host of admiring 
friends, among both wholesalers 
and manufacturers, were present at 
the banquet and eloquently ex- 
pressed their high regard and es- 
teem for him when the announce- 
ment of this award was made. 
Known for years as an outstanding 
champion for orderly distribution 
through wholesale - retail channels 
this award to Mr. Merriman strikes 
a responsive chord among hardware 
men generally and is considered, 
as the jury of awards expressed it, 
a recognition to one who is most 
worthy of the honor. 

On the scroll which accompanies 
the gold medal there is engraved a 
brief outline of Mr. Merriman’s ca- 
reer and a proper tribute to his 
popularity, accomplishments and 
contribution to the betterment of 
the industry and the relations be- 
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tween wholesalers and manufactur- 
ers. From this scroll we quote: 
“Mr. Merriman, a native of Mis- 


the manufacture of nails and wire 
products and the wholesalers of 
hardware and kindred lines. 
“During his long and successful 
business career, Mr. Merriman has 
been able and versatile in his ac- 
tivities, and his appealing person- 
ality has made him exceptionally 





: : . : . Photo by Hardware Age Staff Photographer Fred Kuehn 
Dennis A. Merriman in his Chicago office, American Steel & Wire Co., reads the 
scroll presented him at Philadelphia. 


souri, entered the Steel Industry 
after attending grammar and high 
school and business colleges. He 
has been connected with the United 
States Steel Corp. almost since its 
inception, having been President of 
the Puget Sound Steel & Wire 
Company when it was acquired by 
the American Steel & Wire Com- 
pany in 1902. 

“Mr. Merriman later went to 
Chicago as Assistant General Sales 
Manager of the American Steel & 
Wire Company and in 1927 he was 
appointed Vice-President, Director 
and General Sales Manager. In this 
capacity he has been a very con- 
structive force in the betterment of 
relations between those engaged in 


popular with manufacturers and 
wholesalers alike. Much of the good 
will and cordial relations which ex- 
ist today between wholesalers and 
manufacturers can be attributed to 
his efforts. 

“Mr. Merriman is highly re- 
spected for his wide knowledge of 
business, his sterling character and 
executive ability. 

“In addition to his accomplish- 
ments as an official of the American 
Steel & Wire Company, Mr. Merri- 
man has been one of the most in- 
terested and active members of the 
American Hardware Manufacturers 
Association. He served as a mem- 
ber of its Executive Committee, as a 

(Continued on page 94) 
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Agricultural tools—American 
Fork & Hoe Company issued new 
prices on Feb. 2, succeeding the quo- 
tations of last September, and ad- 
vancing by about 8 per cent most of 
the regular “steel goods” items. The 
prices of Southern hoes, Comet and 
Panther tools, have been advanced 
5 per cent. The prices of eye hoes, 
corn hooks, hay knives, grass hooks, 
corn knives, handles, D tops, fer- 
rules and caps, snaths and cradles 
and their repairs, have not been 
changed; therefore the prices on 
these goods remain the same as 
quoted in September, when quota- 


tions for the beginning of the 1936- — 


1937 season were put out. As a re- 
sult of the floods, business at the 
shovel plants of the. American Fork 
& Hoe Company has _ increased 
sharply. Some branches have hired 
additional workers, and are working 
from 16 to 24 hr. a day to keep 
pace with incoming orders for 
shovels. Some talk is heard of 
higher prices on shovels and spades, 
but there is no authoritative news. 
Certain makers of grass hooks and 
shears have put out advances of 5 
to 10 per cent recently, and an early 
mark-up is predicted on all-metal 
garden trowels and weeders. 


=. 2 @ 


Sprayers and insecticides — 
The rising costs affecting manufac- 
turers are emphasized in the Febru- 
ary announcement of the Dobbins 
Manufacturing Co., which states: 
“Brass-steel-solder-leather-hose and 
cartons, as well as all other elements 
that enter into sprayer production, 
have materially advanced during the 
past 18 months. To date none of 
these increased costs have been re- 
flected in sprayer and duster prices. 
The attached new price list, effective 
February 10, slightly advances prices 
on certain items. Liberal purchases 
of materials at substantially lower 
markets, are still reflected in our 
favorable schedule. The slight in- 
crease in our prices takes into con- 
sideration only the elements on 


52 


Some American Steel Goods 
Items. Sprayers 
Arsenate of Lead 
Bordeaux Mixture 
Calcium Arsenate 
Standard Taps, etc. 
Leading Makes of 
Tools 
Rose Trowels 
Asbestos Products, etc. 


Precision 


Machinists’ and Combination 
Pipe Vises 
Many Bridgeport Hardware 
ools 


Flint Paper, etc. 

Web Bands and Straps 

Rosin Sheathing 

Paper-board and Containers 
Bells 

Some Types of Fairbanks Scales 
Horse Shoes and Nails 


ADVANCES EFFECTIVE 


Wood Veneer Chair Seats 

Window Shades 

Vanco Mop Wringers 

Galv. Pump Chain 

Hose Clamps 

Tubular Brass Plumbing Items 

Sheet Zinc 

Killdust Sweeping Compound 

Lectrolite Products 

Fuse Plugs 

Casco Glue 

Competitive Heater Cord Sets 

Illuminating Glassware 

Blow Torches and Furnaces 

Stove Pipe Dampers 

Black Silk and Fyr-Pruf Stove 
Polishes 

Lefever and Western 
Double Barrel Guns 

Inexpensive Watches and Alarm 
Clocks 


Arms 


EFFECTIVE 


ADVANCES ANTICIPATED 


Wire Goods 

DECLINES 
American Packers’ Cans 
Linseed Oil 
Lawn Seed 


Window Glass 
Wood Store Fixtures 


which we have no further protection. 
Substantially higher prices are 
necessary in the near future.” 


* * * 


Wholesale report—That since 
the 1937 dealers’ price schedule on 
insecticides was issued, two revisions 
have been made. One is an increase 
on arsenate of lead, the other an 
increase on Bordeaux mixture and 
calcium arsenate. Dealers who con- 
tracted for their insecticides early 
will enjoy a substantial extra profit. 
Lawn seed prices are considered 
likely to advance further. Germany 
has lifted her embargo on alfalfa, 
and has drawn heavily on American 


supplies. 
* * 


Tool markets—A March 1 
mark-up has been announced on pre- 
cision tools in the Starrett, Brown 
and Sharpe and Lufkin lines, with 





Prepared Roofing and Shingles 
Venetian Blinds 
Builders’ Hardware 


the initial discount raised to 10 per 
cent off, formerly 15 per cent. Stand- 
ard taps, milling cutters and taper 
pins will also advance on March 1, 
about 10 per cent. There has been 
a recent increase of 12% per cent 
on machinists’ and combination pipe 
vises, but no change has been made 
for the present on the garage and 
household types. Bridgeport Hard- 
ware and Mfg. Corp. advanced many 
of their items on Feb. 1. Nail pullers 
are up 5 to 10 per cent; screw 
drivers show only a _ few slight 
changes, but advances are noted on 
hatchets, axes, and tomahawk tools. 
box openers, crate openers, some 
automobile tools, double end 
wrenches, trowels, putty knives, and 
scraping knives. Rose trowels are 
another standard line recently in- 
creased, about 10 per cent. Quantity 
discounts to large users of electric 
power tools have been withdrawn, 
with all consumers, except the U. S. 
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Government, held now to net list 


prices. 
* & 


Flint paper, etc-——Clover Mfg. 
Co. and others have issued new and 
higher discounts, effective about Feb. 
10, and based upon “the substantial 
advances in crude materials.” The 
comparative schedules follow, on the 
leading sellers: 


Flint Paper in Reams: Up about 14 
per cent. 

Flint Paper in Boxes: Up about 17 per 
cent. 

Emery Cloth: Up about 12 per cent. 


* * * 


Window glass—There is gen- 
eral expectation of higher prices, to 
follow the recent strike settlement, 

(Continued on page 54) 





WHOLESALE HARDWARE 
COLLECTIONS 


SAN FRANCISCO—The percent- 
age of wholesale hardware collec- 
tions during December to the total 
amount due from customers (out- 
standing) on first of month was 
54.1 per cent in December, 1936, 
and 50.0 per cent in December, 1935. 
DALLAS—tThe ratio of wholesale 
hardware collections during Decem- 
ber to accounts and notes outstand- 
ing on Noy. 30, 1936, was 52.8 per 
cent. 

MINNEAPOLIS—Wholesale hard- 
ware accounts and notes receivable 
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on Dec. 31 were plus 7 per cent as 
compared with the same month last 
year. 

KANSAS CITY—Wholesale hard- 
ware accounts collected in Decem- 
ber, 1936, were plus 11.9 per cent 


as compared with November, 1935. 


ATLANTA—The wholesale hard- 
ware collection ratio was 50.1 per 





Per Cent of Increase or Decrease in 1936 Per Cent of Increase or Decrease in 1936 
Wholesale Hardware SALES as Compared Wholesale Hardware STOCKS as Compared 


Corresponding Months of 
(National Averages.) 


With 
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1935. With 


Corresponding Months of 1935. 


(National Averages.) 


Sales dnersoas On Deeneae: 
Bec 56 Compansd te Bec ‘3 Bee 36 Comy 
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not Co 
+239 
+24.0 
+36.6 
+22.6 
+27.3 
+435 
+33.2 
+28.0 
+21.2 
+344 
+21.8 
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+ 4.2 
+4. 
+209 
+253 
+ 11.0 
+ 86 
+ 3.0 





cent in December, 1936; 45.1 per 
cent in November, 1936, and 41.7 
per cent in December, 1935. 
CLEVELAND—General wholesale 
collections continue to show im- 
provement. 

NEW YORK—The per cent of 
wholesale hardware charge ac- 
counts outstanding Nov. 30, 1936, 
collected-in December was 51.6 per 
cent in 1936, and 49.4 per cent in 
1935. 

RICHMOND—tThe percentage of 
Dec. 1, 1936, wholesale hardware 
receivables collected during the 
month was 49.6 per cent. 
PHILADELPHIA—tThe ratio of 
collections to receivables in Decem- 
ber, 1936, was 53; in November, 
1936, was 50, and in December, 
1935, was 39. 

CHICAGO—The per cent of change 
from December, 1935, on wholesale 
hardware accounts outstanding was 
plus 21.9 per cent and collections 
were plus 27.3, while the ratio of 
accounts outstanding to net sales 
was 151.8. 

ST. LOUIS—Reports relative to 
collections during December re- 
flected the high averages of the 
past 18 months. Representative in- 
terests reported on December col- 
lections as follows: good, 60.6 per 
cent; fair 31.8 per cent; excellent 
6.1 per cent, and poor 1.5 per cent. 
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which brought some wage increases 
to the workers. An early announce- 
ment is looked for. After the strike 
shutdown, it will take about six 
weeks for the glass plants to warm 
up their ovens and get back into 
production. With the large accumu- 
lation of back-orders on file, the 
companies will be rather slow in fill- 
ing orders for a long time. 
* x * 


New Prices on Star hack saw 
blades were announced by Clemson 
Bros., Inc., Middletown, N. Y., on 
Jan. 15, with the revisions becoming 
effective on Jan. 22, 1937. In the 
letter accompanying the new price 
sheet an interesting paragraph 
reads: “Please further note that our 
‘Suggested Resale’ discounts give the 
jobber a wider margin between cost 
and selling price, we believing same 
to be necessary and timely in view 
of mounting costs of distribution. 

* * * 

Asbestos products—There has 
been a new mark-up, effective Feb. 
1, of 50 cents per 100 Ib. on asbes- 
tos paper and mill board, to a resale 
basis of $6.15 per 100 Ib. on the 
former, and $7.35 on the latter, f.o.b. 
central mill points. Aircell pipe cov- 
ering has been advanced one point, 
or about 5 per cent, in the discount. 
Woolfelt pipe covering has been 
raised ahout 7 per cent. 

* * * 


Roofing, sheathing, etc .— 
Some makers have postponed until 
Feb. 28, the effective date of the 
higher prices announced in January 
on prepared roofing and shingles. 
There is assurance that sales for the 
spring season will be on the higher 
basis. Leading producers of rosin 
sheathing have raised prices $2.50 
per ton, following the advances made 
in December. 


7: © * 


Paperboard and containers— 
The container market will be influ- 
enced by the fact that paperboard 
producers have withdrawn their 
price lists for the third time in the 
past six weeks, and are booking 
business only at increased quota- 
tions, and for delivery within 30 
days. Chip and newsboard is quoted 
at an increase of $2.50 per ton since 
early December. The present back- 
log of orders is the largest on rec- 
ord since about 1920. Prices on con- 
tainers have moved up only slightly 
thus far, because some paperboard 
producers are still using board ac- 
quired at lower costs. 

+ ~ +. 

American Can Company — 

This company has created much 
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news comment by issuing a reduc- 
tion in prices on packers’ cans, aver- 
aging about 7 per cent, their second 
reduction within a year. 


* * * 


Cotton work gloves — New 
price lists were issued Feb. 15 by 
Boss Mfg. Co., with prices revised 
for the soliciting of opening orders 
for the 1937 season. After the two 
earlier advances, which were forced 
by rising costs, the present schedule 
equalizes prices on numbers which 
were out of adjustment, but the com- 
pany states that even the new quota- 
tions do not cover present replace- 
ment material costs. Specified or- 
ders will be accepted at the Feb. 15 
prices, for immediate or future deliv- 
ery, but only so long as old low-cost 
materials last. Therefore quotations 
are subject to further changes, with- 


out notice. 
* * * 


Web bands and straps —In 
view of the recent increases in cot- 
ton yarns, some makers issued new 
and higher discount sheets on Feb. 
15. Items affected are back band 
and harvester web, also web trunk, 
shoulder and bag straps, etc. Slight 
advances have also been made by 
leading concerns on woven and red 
rope halters. 

* * * 


Scales—On Feb. 1, notice was 
issued by Fairbanks, Morse & Co. 
that, due to rising costs, prices on 
Fairbanks scales generally were to 
be increased approximately 8 per 
cent, effective Feb. 15. A few types 
of scales were not affected at this 
time, including motor truck scales, 
dump scales, precision counter 
scales weighcan scales, health and 
baby scales, meat beams, and test 


weights. 
* * * 


Venetian blinds, etc.—Certain 
manufacturers of Venetian blinds 
have issued notice of an advance, to 
be announced March 1. Costs of all 
materials used in the manufacture 
of blinds have increased to a point 
where makers are no longer able to 
sell at present prices. In order to 
protect distributors, and give an op- 
portunity to close pending sales, the 
effective date was set at March 1. 
Corrugated rubber cloth-back floor 
matting is also scheduled for mark- 
up, after a 30 days’ advance notice, 
already issued, to that effect. 


* * * 
Horse shoes and nails—Phoe- 
nix Mfg. Co. placed in effect on Feb. 


3, an increase of 50 cents per keg 
on drive calk and screw calk shoes 


in kegs, and an advance of 5 per 
cent on similar shoes in boxes. The 
Standard Horse Nails Corp. have 
announced a one-half cent per pound 
advance on their Perfect brand horse 
nails. 

* - * 

Wire goods—Bright and 
brass wire goods are advanced again, 
about 5 per cent, including screw 
hooks, eyes, cup and shoulder hooks, 
etc., both plain and plated. These 
items in galvanized, tinned and cad- 
mium finishes are not changed. 


* * * 


Bells—New and higher prices 
were issued Iast month by John H. 
Graham & Co. on the Bevin Bros. 
bell line, and New Departure Mfg. 
Co. have advanced 10 per cent on 
their entire line of door bells and 
gongs. 

* * * 

Builders’ hardware — Manu- 
facturers have withdrawn prices on 
casement adjusters, sash locks, cre- 
morne bolts, cupboard catches and 
turns, etc. New prices effective Feb. 
15 are expected to average 24% to 5 
per cent higher. Lock hardware 
prices are not changing at this time. 
Makers of large size rural mail 
boxes are increasing prices 121 per 
cent. Since the government has ap- 
proved the use of the smaller boxes, 
sales have been in smaller volume on 
the large size. 

* * * 


Store fixtures and equipment 
—No marked changes have been 
made recently, although advances in 
plywood lumber and other materials 
used in making store fixtures tend 
to the expectation of higher prices 
before long. Among miscellaneous 
changes recently noted are wood 
veneer chair seats, up about 5 per 
cent; window shades, 5 per cent; a 
mark-up of 20 per cent or more on 
Vanco mop wringers, and higher 
quotations on_ galvanized pump 
chain, and on hose clamps. Tubular 
brass plumbing items advanced 
again on February 1, about 10 per 
cent. 

* * * 

Sheet zinc—Following the 
further jump in quotations on slab 
zinc, some makers of zinc sheets 
raised prices 25 cents per 100 lb. 
on two successive days, others made 
the 50-cent mark-up in one advance, 
on Feb. 5. This material now stands 
at its highest level since 1927. 

* * * 


Paints, etc.— Open weather 
during much of the winter has en- 
couraged an unusual activity in 
retail paint sales for this season of 
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the year. Prices have not changed 
recently, although lead and zinc pig- 
ments have been strong. Sales of 
these pigments in 1936 were the 
best since 1929. White lead (dry 
and in oil) and red lead were 20 
and 17 per cent respectively greater 
than hose for 1935. Sales of litharge 
were at record levels in 1936, the 
total for the year exceeding the pre- 
vious record for 1929 by 9 per cent 
and exceeding sales in 1935 by 20 
per cent. New high records were 
established also, last year, for sales 
of leaded zinc oxide and zinc sul- 
phate. Linseed oil has had two de- 
clines, of 144 cents each, on Feb. 5 
and 10. An advance on Killdust 
sisal sweeping compound was an- 
nounced, two dollars per ton, to be 


in effect Feb. 15. 


* * * 


The hardware picture-—With 
unbounded relief at the passing of 
the disastrous flood, and the ending 
of the most immediately serious 
strike situation, latest reports show 
a rapid recovery in sales and ship- 
ments in the affected areas. In all 
other sections, there have been unin- 
terrupted gains over last year’s Janu- 
ary and February showings. Some 
wholesalers are learning to plan spe- 
cial sales campaigns for these usu- 
ally quiet months, and are keeping 
up their own, and their customers’ 
volume by tempting offerings, con- 
tracted for months in advance. There 
has been great handicap of unsea- 
sonable weather over a large part of 
the country, but where winter goods 
have suffered, other lines have corre- 
spondingly gained. Building and 
farm activity have been better than 
for similar periods in any recent 
year. City shoppers have had no 
excuse for staying indoors. Furni- 
ture and housewares have continued 
in unusually heavy demand. The 
habit of travel has taken fast hold of 
the American people, and winter re- 
serts in the South and West are 
crowded. Vacation goods and lug- 
gage, sports equipment and clothing, 
are a lively stock in trade for the 
hundreds of hardware stores in the 
tourist areas. Winter sports are 
making an ever-increasing appeal, 
and many new districts are compet- 
ing this winter for the traveler’s in- 
terest. 

* * * 

Hardware prices—The wave 
of advances continues with little 
diminution, as will be noted from 
the details scattered throughout this 
report. Many manufacturers an- 
nounce their mark-ups with appar- 
ent regret, stating that they prefer 
to hold old schedules as long as 
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possible, to encourage the present 
active volume of trade. Some con- 
cerns are putting out partial ad- 
vances now, cautioning their trade 
of others to follow. Other com- 
panies, whose merchandise is based 
largely on labor, and on advancing 
metals or materials, are forced to 
follow closely each increase in their 
costs. In general, the rise seems to 
be orderly and reasonable, on the 
part of the rank and file of com- 
panies who supply the country’s 
hardware and kindred goods. There 
are certainly as many concerns who 
have surprised the trade by their 
moderation, as there are of those 
whose prices seem to be climbing too 
fast. As always, wholesalers are in- 
clined to delay or temper the factory 
advances. 
* oa *% 

Steel prices—Iron Age finds 
interest keen among buyers as to 
second quarter prices, but a grow- 
ing feeling that no general advance 
will occur. There is surmise that 
wire products, pipe and some gal- 
vanized items (because of high 
spelter cost) may be advanced. 
There is also talk among some pig 
iron producers of an increase of 
$1.00 a ton, based partly on higher 
scrap prices (now almost as high as 
pig iron), which cause foundries to 
turn to larger use of pig iron in their 
mixtures. A prospective advance in 
ore prices is also reckoned. 

* * * 

Retail prices — The past 
month has seen the greatest monthly 
advance in retail prices since Sep- 
tember, 1933, according to the Fair- 
child publications index. The Janu- 
ary rise carried the index 5.8 per 
cent above the 1936 low recorded 
last July. The Fairchild index, tak- 
ing January, 1931, as 100, stood at 
93 on Feb. 1, compared with 88.3 
on Feb. 1, 1936. Retail prices still 
averaged, however, about 21 per 
cent below the 1929 November level, 
despite this recent recovery. 

* * * 

Commodity prices—With gen- 
eral business estimated at fully 20 
per cent ahead of this time last year, 
wholesale quotations on the nation’s 
basic commodities, which underlie 
all price structures, are holding very 
near their January peak. The Moody 
Index, which is adjusted daily, stood 
at 206.3 per cent on Feb. 11, com- 
pared with 171.2 per cent a year 
ago, and with 100 per cent as of 
Jan. 1, 1932. Recent gains were in 
wheat and corn, also in rubber and 
tin, while copper seems on the verge 
of another rise, to match the export 
price which has been steadily climb- 








ing. The price of zinc on Feb. 3 
was raised a quarter of a cent per 
pound to 6.25 cents East St. Louis, 
the highest quotation for this metal 
since November, 1929. 

* * * 

Cost of living—Cost of living 
of wage earners advanced 0.9 per 
cent from December, 1936, to Janu- 
ary, 1937, according to the monthly 
survey of the National Industrial 
Conference Board. Increases were 
noted in each of the major divisions 
of the budget, except fuel and light. 
The cost of living in January, 1937, 
was 3.6 per cent higher than a year 
ago and 21.2 per cent higher than 
in April, 1933, the low point of the 
depression, but it was still 12.9 per 
cent below the January. 1929, level. 
Food prices rose 2.0 per cent from 
December to January, and rents in- 
creased 0.5 per cent. 


* * * 


Bicycles—F ollowing a record- 
breaking year, there is general con- 
fidence that sharp gains in sales of 
bicycles will again be made for 
1937, with the trend even more 
strongly toward the better qualities. 
Bicycles have reached the propor- 
tions of a major industry. The 
American Iron and Steel Institute 
estimate that 30,000,000 Ib. of steel 
went into the manufacture of bi- 
cycles last year, the largest amount 
by a wide margin that the bicycle 
industry had ever purchased in one 
year. The number of bicycles pro- 
duced was estimated at 1,200,000, 
more than twice the 1935 output. 
The previous record production year 
was 1899, when 1,182,700 bicycles 
were built. 

* * * 

What next—Hardware mer- 
chants should find a great challenge 
in the results, just published, of the 
fourth consumer survey of DePaul 
University, at Chicago, who have 
been tallying responses to the ques- 
tion——‘What does yéur family plan 
to buy next?” The survey involved 
personal interviews of 10,512 fam- 
ilies in the Chicago area. The ques- 
tionnaires were filled out in approxi- 
mately 95 per cent of the cases by 
housewives. The “want list,” start- 
ing off with an automobile, insur- 
ance, and a radio as the first three, 
included, aside from rugs, curtains 
and furniture, seventeen items found 
in an average hardware _ stock, 
against only seven or eight not allied 
to hardware. Vacuum cleaners stood 
seventh on the list, electric refriger- 
ators ninth, with paint for house, 
washing machines, electric clocks, 
stoves, lamps and sewing machines 
in close sequence. 
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Taxes An Important Topic 
At Panhandle Meeting 
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the 28th annual convention of 

the Panhandle Hardware and 
Implement Association opened at the 
Herring Hotel in Amarillo, Texas, 
on Feb. 8th for a two-day meeting. 
The Texas Hardware Mutual Insur- 
ance Co., Dallas, Texas, tendered 
the informal breakfast that opened 
the sessions, with Henry George, of 
Dallas as host representative of the 
company. 

The invocation was pronounced 
by Dr. R. Thompsen, pastor of the 
Central Presbyterian Church, Amar- 
illo, an honorary member of the 
Panhandle Hardware and Implement 
Association, and the occasion marked 
the 26th time he has served the con- 
vention in this capacity. At all ses- 
sions group singing was led by 
Charles L. Dickey, Canyon. 

President W. E. Smith, Carlsbad. 
N. M.., interpreted the theme word 
“How” in his opening address, as 
meaning how to successfully operate 
a hardware store and implement 
business, using the best principles 
for the achievement. He _ listed 
singleness of purpose; honesty, tact 

-that rare quality that causes a 
man to do and say the right thing 
at the right time and place ;—Per- 
severance, courage, and self-confi- 
dence, coupling the three together 
as the elements that enable a man 
to stand firm under all dangers and 
difficulties; enthusiasm; common 
sense and self-improvement as the 
factors essential to the “How” of 
business success. Stressing that 
hardware men must accept evolution 
and change. Mr. Smith was opti- 
mistic in his outlook for the busi- 
ness. 

T. C. Lively, Pampa, reviewed the 
association’s history, praising the 
helps given by the National asso- 
ciation. the trade journals. “Study 
your helps, file and review the trade 
papers. make them the “business 
bible” of your organization: they 
will help you solve your problems,” 
Mr. Lively urged. 

Paul Mulliken. merchandise man- 
ager. Simmons Hardware Co., St. 
Louis. livened up things when he 
held un merchandise articles and 
asked “what do vou get. or try to 
get for this?” The this, Mr. Mulli- 
ken held up had been purchased at 
seme syndicate store. When the 
retailers replied, Mr. Mulliken’s 
usual answer was, “Well, IT bought 
it for less.” Then Mr. Mulliken 


She 2ath the theme “HOW,” 


very forcefully stated, “You can meet 
this price competition. Don’t let it 
scare you, the manufacturers are 
realizing it is also their problem. 
Get a wholesaler who will co-operate 
and supply you with lines in keep- 
ing with the other stores, lines that 
give equal or better value for the 
same money. You must have three 
things,” he declared, “the right 
merchandise, the right price and the 
right promotion.” 

Recognizing the rising tax burden 
in Texas—as in almost every State 
—as being of decided importance, 
the foremost discussion of the after- 
noon was on the subject of “Tax 
and other Governmental Problems 
in Texas.” This topic was ably 
handled by Dr. George C. Hestor, 
head of government in Southwestern 
University, Georgetown. Stating that 
all business should and must be 
interested in taxes, Dr. Hestor de- 
clared the taxpayer had a right to 
expect a reasonable degree of econ- 
omy and efficiency in adminstration 
so that he might receive a maximum 
in service for his tax dollar. 

Dan H. Wilmot, Roswell, N. M.., 
past president of the Panhandle 
association, held a high standard of 
right living and dealing of first im- 
portance when he spoke on the sub- 
ject of “Employer, Employee Rela- 
tionship.” “Know the interests of 
your employees. Assist them to 
acquire homes. Require, not request 
your men to carry life insurance. 
Trust your men. Use the Golden 
Rule.” These statements explained 
Mr. Wilmot’s talk. 

C. C. Carter, past president, 
N.R.H.A., Carthage, Mo., spoke on 
the subject, “The Mirror’s Reflec- 
tion,” tying up the subject with facts 
about merchandising. Lauding com- 
petition as a tremendous incentive 
to improvement, he stressed the help 
of the associations, and the trade 
papers in aiding the manufacturer, 
the wholesaler, and the dealer. 

The second day’s session opened 
with a discussion of the Social Se- 
curity Taxes as they affect hardware 
men. This was handled by Walter 
G. Russell, Amarillo and Corpus 
Christi. Stating that 20 per cent of 
the dollar of today goes to govern- 
ment, Mr. Russell sounded a warn- 
ing when he declared it is the duty 
of every man to know what that 
dollar gets. Mr. Russell stated that 
the Social Security Law, as now de- 
signed is not burdensome, but 
stressed the need to prevent addi- 
tional taxation for this act. He 
urged dealers to “Keep accurate 
files and figures, then you will easily 
get rid of the tax inspector.” 

(Continued on page 76) 
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Pacific Northwest Assn. Protests 
Special Favors To Co-Ops 


HE first session of the 32nd 

annual convention of the Pacific 

Northwest Hardware and Im- 
plement Association, meeting at the 
Davenport Hotel, in Spokane, Wash., 
Feb. 8, 9 and 10, was called to order 
by President John Oud, Orofino, 
Idaho. Mayor Arthur Burch ex- 
tended the official welcome to the 
city and response for the association 
was made by John Miller, Lind, 
Wash. 

President Oud, in his annual mes- 
sage, said in part: The necessity 
and functions of the association are 
becoming more and more apparent 
as an aid to combat the steady in- 
crease in competition and organi- 
zation is a good way to accomplish 
that end. Referring to cooperatives, 
he asserted that they are getting 
more numerous and powerful and 
that they are inimical to the best 
interests of the regular dealer. 
Members can meet fair competition, 
he said, but cooperatives, especially 
those financed by government money, 
are unfair to the legitimate dealer. 

“Things You Should Know About 
Title II, Social Security Act,” was 
the subject assigned to J. G. Breth- 
erton, Spokane, special representa- 
tive of the Social Security Board. 
At the outset he briefly mentioned 
the salient points of the other titles 
in the act and then went into some 
detail on Title II, which retailers 
are most concerned about. 

At the afternoon session which was 
conducted by W. H. Krieger, Ritz- 
ville, the theme was “Taxes and 
Legislation,” and the first subject 
discussed was the Robinson-Patman 
Law. President Oud led off with an 
inquiry about discrimination. Glen- 
don Hackney, N.R.H.A.. Indianapo- 
lis, explained the purpose of the law 
and said that while it seemed there 
are some defects in the law it was 
the policy of the N.R.H.A. .to give 
it a fair trial before asking for any 
changes. The next three items. 
State anti-discrimination acts, fair 
trade legislation, and unfair trade 
practice acts, were explained by 
Secretary Dale Strong. After some 
discussion the matter of fair trade 
legislation was referred to the com- 
mittee on resolutions. The question 
of chain store taxes came up for a 
lively debate. with most of the 
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New President 


speakers favoring such legislation. 
On motion, the association went on 
record as being in favor of a mul- 
tiple State chain store tax. 

V. C. Wedge, Yakima, told of the 
methods of certain chain stores 
which have recently invaded Idaho 
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Retiring President 


and which he believes will also 
come into Washington. 

Carl Knutsen, Spokane, district 
manager, Federal Hardware & Im- 
plement Mutuals, spoke on “Why I 
Like to Work for Our Companies.” 
He advised dealers to have their 
policies written up to cover both fire 
and casualty. 

At the Tuesday morning session 
Mr. Hackney spoke on “What Are 


the Facts of Merchandising?” Em- 
phasizing the remarks of the 
previous speaker, Lester P. Edge, 
Spokane, on “Labor Problems,” Mr. 
Hackney said that the N.R.H.A., 
realizing the increasing impact of 
the labor question in our national 
economy, was studying the probable 
effects upon retail merchandising. 

Turning to his subject, Mr. Hack- 
ney emphasized the importance of 
“independents” studying the meth- 
ods of the “syndicate” stores. 





DALE STRONG 


Secretary 


Mr. Hackney’s address started late 
in the morning session and had ex- 
tended over into the afternoon ses- 
sion. He had previously talked to 
the Early Birds Breakfast Club. 

The morning session opened with 
an excellent talk on “Quality Paints 
—a Basis for Profit,” by W. D. 
Carpenter, W. P. Fuller & Co., 
Spokane. 

Lester P. Edge, Spokane attor- 
ney, followed with a_ thoughtful 
discussion of “The Public’s Inter- 
est in the Labor Question.” 

He declared that “The labor ques- 
tion is becoming everybody’s busi- 
ness, and the public must be pre- 
pared to step into the picture.” 

“Consumer Cooperatives” were 
discussed by O. L. Lundale, Deer 
Park, Wash., who said that mer- 
chants had no objection to real hon- 
est cooperatives that stood on their 
own feet, but they can and should 

(Continued on page 72) 
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Diversified Program Holds 
2800 Iowa Dealers 


ITH a crowd of more than 

2800 registered hardware 

dealers and employees who 
defied below zero temperatures and 
glassy highways, the Iowa Retail 
Hardware Association held one of its 
most successful conventions in Des 
Moines at the Hotel Savery, from 
Feb. 9 to 12. 

It was characteristic of the con- 
vention that with a program repre- 
senting a concentrated training 
school, because of the large number 
of subjects discussed and its thor- 
oughness, that every address was 
attended by crowds overflowing the 
mammoth ball room of the hotel. 

The same interest and enthusiasm 
were displayed in the 200 booths 
which filled the exhibition hall at 
the Coliseum and required a second 
floor display hall. Exhibitors re- 
ported a steady stream of customers 
interested in the booths and an in- 
crease in actual order taking. 

With the theme of “How,” the 
program embraced the outstanding 
problems of 1937 from pending 
legislation to the collection of past 
due accounts. For each day a dif- 
ferent subject was used and dis- 
cussed from every angle as it affect- 
ed the hardware retailers. 

Legislation was the topic for the 
opening day’s session. J. W. Slocum, 
secretary of the Iowa Pharmaceu- 
tical Association, Des Moines, Iowa, 
explained how the Iowa Fair Trade 
Law operates and how hardware 
merchants could avail themselves of 
the privileges in the same way as 
the state druggists had done. He 
outlined the history of the law in- 
cluding the time the Supreme Court 
declared the California Fair Trade 
law, from which this is copied, valid. 
The law gives the manufacturer of 
a commodity the right to set a mini- 
mum selling price for the article 
he makes. 

A preview of 1937 state legislation 
as it affects retailers was made by 
Nelson G. Kraschel, Governor of 
Iowa, as he explained the age bene- 
fits law. Rivers Peterson, editor of 
Hardware Retailer, Indianapolis, 
Ind., explained the Robinson-Patman 
Law in its relation to hardware re- 
tailers, and Philip R. Jacobson, sec- 
retary of the Iowa Retail Hardware 


Association, Mason City, Iowa, and 
A. C. Kammeier, field service man- 
ager, explained the Social Security 
Law. 

A keynote address of the second 
day’s theme, “Competition and Co- 
operation” was “The Facts About 
Merchandising” by Mr. Peterson. 

Pointing out that there are reasons 
for success rather than secrets of 
success, Mr. Peterson gave the five 
major reasons as intelligent buying, 
correct pricing, sales planning, ag- 
gressive sales promotion and effec- 
tive equipment and service. 

“Many hardware merchants have 
yet to learn that they should buy 
what the consumer will like instead 
of what the dealer does,” he said. 
“By taking advantage of the experi- 
ence of others as shown in the asso- 
ciation surveys, one runs a better 
chance of having the right merchan- 
dise at the right price at the right 
time.” 

Odd cent prices, striking a fair 
balance of low margins for leaders, 
average margin for majority and 
long margin on slow sellers were 
pointed out as preferable to the old 
time uniform mark-up on everything. 
Mr. Peterson urged dealers to plan 
ahead for next month and also for 
the year from this month. 

M. G. Skinner, sales manager of 
the Marathon Finance Corporation, 
Wausau, Wis., in telling how his 
firm collects past due accounts, 
urged the hardware dealers to keep 
the relationship pleasant, yet to ask 
the debtor if the bill was correct as 
rendered him, if he intended to pay 
and set a definite time for a certain 
payment, if possible. 

Harry L. Fogleman, sales coun- 
selor of the Zenith Radio Corpora- 
tion, Chicago, III, rated three curtain 
calls of an enthusiastic audience 
when he spoke on “How To Be a 
Master Salesman and to Outsell 
your Competition.” 

“Make them want the merchan- 
dise so badly they’ll buy it, because 
you have a thorough knowledge of 
the item you are selling. Know 
more about the radio than the pretty 
dial.” 

E. J. Malloy, secretary of the Wis- 
consin Wholesale Food Distributors 

(Continued on page 90) 
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Record Attendance at Wisconsin 


Discusses Legislation 


AXES and other legislation 

affecting the hardware trade, 

consumer co-operatives and the 
making of more profits were the 
major themes of the 41st annual 
convention and exhibit of the Wis- 
consin Retail Hardware Association, 
held in the Milwaukee Auditorium, 
Milwaukee, Wis., Feb. 2-5, inclusive. 
With an attendance of more than 
2000, of whom more than 1100 were 
dealers, all records, since the regis- 
tration system was first installed, 
were broken. 

A luncheon for members of the 
Twenty-Five Year Club and past 
presidents of the association, was 
held February 2 in the Green Ban- 
quet Room, Schroeder Hotel. Theo- 
doreeSuennen, Hudson, president of 
the Wisconsin association delivered 
an address on “Association Foot- 
prints.” New members of the club 
were presented with certificates of 
membership. 

The opening session of the con- 
vention was addressed by President 
Suennen. who declared that with 
improved business conditions there 
will be new methods of competition 
to face. Dealers must “gear up” 
their stores to go after increased 
volume to “cash in” on opportunities 
for 1937 and ought to watch very 
closely the consumer co-operative 
movement. 


A discussion. “How Does the 
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and Profits 


Robinson-Patman Law Affect Hard- 
ware Retailers?” was presented by 
H. A. Lewis, Stevens Point, execu- 
tive secretary, Wisconsin Retail 
Hardware Association and R. I. 
Baumann, Phillips, vice-president, 
Mr. Lewis answering questions read 
by Mr. Baumann. Stripped of legal 
language, said Mr. Lewis, the act 
provides for the sale of like grade 
and like quantity at the same price, 
the seller being obligated to give 
equal treatment under equal circum- 





THEODORE SUENNEN 


Retiring President 


stances. In all probability it will 
be necessary where a charge of dis- 
crimination is to be sustained, he 
held, for the sales to be made by 
the same maker. A firm which can 
be shown to have knowingly accepted 
a discriminatory price is just as 
liable as the seller. 

H. H. Meyers, Shawano, past presi- 
dent of the association, and Frank 
Dunn, Social Security Board, Chi- 
cago, Ill., conducted a discussion on, 
“How Does the Social Security Act 
Affect Hardware Retailers?”, Mr. 
Meyers presenting questions which 
were answered by Mr. Dunn. Out- 
lining the provisions of the act, Mr. 
Dunn said there are three taxes— 
payroll, income and _ excise—and 
that four government departments, 
the Social Security Board, Labor, 
Treasury and Interior Departments 
are concerned with their collection 





R. I. BAUMANN 


New President 


and administration. The govern- 
ment holds, said Mr. Lewis, that 
notation on an employee’s check of 
deductions, under terms of the act, 
is sufficient notice of payment. He 
warned that there are men selling 
record forms which they falsely 
claim are required by the Federal 
government for recording payments 
under terms of the Social Security 
Act. 

“Distribution is our problem to- 
day.” M. E. Douglas, Janesville, 
chairman of the legislative commit- 
tee, said in outlining, “How Can 
Legislation Help Hardware Retail- 
ers?” Like problems of previous 
eras we must find the solution our- 
selves. If the Wisconsin Fair Trade 
Act passes, Wisconsin dealers will 
have the opportunity to help sustain 
prices. He expressed the fear that, 
until the terms of the Patman Act 
are clarified there can be no state 
anti-discrimination law. 

Speaking on “Membership Val- 
ues,” E. W. Peterson, Florence, mem- 
ber. Advisory Board, National Retail 
Hardware Association and past presi- 
dent of both the National and Wis- 
consin associations, said that the 
“market is where people buy, not 
where they live.” He outlined the 
work done by the N.R.H.A. in behalf 
of members and asked for coopera- 
tion by members when called upon. 
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Nebraskans Resolve 
To Modernize 


ITH a record attendance of 

325, members of the Ne- 

braska Hardware Associa- 
tion met at Hotel Paxton, Omaha, 
Neb., Feb. 2, 3 and 4, and resolved to 
carry on in step with the times. A 
notable program presented speak- 
ers of national prominence who 
declared unanimously that hard- 
ware men must become merchandis- 
ers instead of storekeepers and use 
modern methods of merchandising 
to win over present-day competition. 

Two resolutions were adopted by 
the convention. One resolved to urge 
hardware wholesalers to cease the 
practice of direct selling to consum- 
ers and the other declared that the 
practice of employers and their pur- 
chasing divisions moving goods 
through their friends was unwise. 

The opening day of the meeting 
was given over to consideration of 
the Robinson-Patman bill and pend- 
ing legislation affecting hardware 
dealers and an explanation of the 
Social Security Act. These were 
presented by Rivers Peterson, Edi- 
tor, Hardware Retailer, and George 
W. O’Malley, Collector Revenue, 
Omaha, respectively. 

The outstanding program of the 
convention came on the second day 
with a three-star merchandising and 
advertising session. Speakers were 
Mr. Peterson, Indianapolis, Ind.; R. 
W. Carney, Coleman Lamp and 
Stove Company, Wichita, Kan. and 
Harry Boyd Brown, Philco Radio 
and Television Corporation, Phila- 
delphia, Pa. 

On the topic “What Are the Facts 
About Merchandising,” Mr. Peter- 
son declared that merchandising is 
divided into five factors—intelli- 
gent pricing, correct pricing, sales 
planning, aggressive sales promo- 
tion and effective use of equipment. 
“T have listed intelligent buying,” he 
said. “That is getting the right 
merchandise at the right time in the 
right quantity at the right price.” 
He advised the use of the merchan- 
dising division of the National As- 
sociation to find out the answer to 
that puzzler. 

In correct pricing he pointed that 
pricing must be done to please the 
customer and that off-cent pricing is 


the most effective. A merchant 
should have three different profit 
margins in any line and should 
select traffic leaders. 

“The foundation of good sales 
planning is long range planning. 
Plan now for 1938.” 

In the use of equipment he urged 
all retailers to create the spirit of 
the season in their store. Be it 
Christmas, Easter or Fourth of 
July, have the store reflect the sea- 
son. 

In an animatedly delivered talk 
R. W. Carney told the members that 
no matter what conditions are there 
is always something that can be 
done. He advised them to get in 
step with the times and think posi- 
tively instead of negatively. He de- 
clared that electrical appliances are 
1937 hardware. 

He said, “Because of rural *elec- 
trification you have a new market in 
the rural areas and an improved 
market in the town. But you must 
have the goods to show it. You will 
have to have a little courage and 
invest $200 or so in the latest appli- 
ances and then you have to know 
something about it and be able to 
tell it.” 

Harry Boyd Brown in his talk on 
“How to Speed Up Turnover for 
More Profit,” reiterated Carney’s 
assertion that electrical appliances 
are 1937 hardware. He advised that 
each hardware merchant have a 
complete electrical department even 
if he had to rent extra space. He 
also pointed out that automobile 
radios are a good line as the man 
who buys one finds out how anti- 
quated his home set is and comes 
back for a new home set. 

“The secret of success today,” he 
said, “is to change your mind. We 
all have to have the ability to change 
with the times.” 

He stated that the hardware man 
must sell service and “Money is 
cheap today,” he said. “If you bor- 
row money from the bank you can 
resell that money by way of time 
payments on merchandise.” 

Inspirational talks continued on 
the third day of the meeting when 
Charles I. Crawford, Barrett Hard- 
ware Company, Joliet, Ill., spoke 
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Merchandising Is Theme 


Of Arkansas Convention 


“sé 


ITH proper merchandising, 
independent dealers can 
make money,” J. B. Morri- 
son, manager, dealers’ service, Hib- 
bard, Spencer, Bartlett & Co., Chi- 
cago, told members of the Arkansas 
Retail Hardware and Implement 
Association at its 37th annual con- 
vention, Feb. 9 and 10, at the Hotel 
Marion, Little Rock, Ark. 

“Copy the methods of modern 
department and chain stores by 
working from jobber to dealer.” Mr. 
Morrison illustrated his work by 
using charts and he carried an ex- 
hibit of useless merchandise offered 
by hundreds of stores. “The small 
merchant hasn’t time to devote to 
price lining that is used in chain 
stores, so he has to contact his job- 
ber who has departments devoted 
exclusively to the needs of the inde- 
pendent merchant,” he said. 

Harry Boyd Brown, national mer- 
chandising manager for Philco Ra- 
dio and Television Company, Phila- 
delphia, spoke on “Adventures in 
Retail Selling.” He urged merchants 
to purchase electrical appliances 
now because an _ unprecedented 
period of prosperity is coming and 
prices will naturally advance. “Buy 
electrical appliances and keep them 
for the coming trade,” he said. 
“You may have to pay taxes, but this 
will help distribute money that is 
not now in use.” Brown said that 
television is assured and in a few 
months the sale of radios with tele- 


vision will start. “When this indus- 


try gets under way, an industry with 
the magnitude of the manufacture 
of automobiles will rise.” He illus- 
trated the proper methods of selling 
radios, washing machines, vacuum 
cleaners, and hundreds of other 
electrical appliances and accessories. 

Mayor R. E. Overman, a former 
hardware dealer and a _ successful 
business man, in his address of wel- 
come, gave the members of the asso- 
ciation some interesting facts per- 
taining to the increasing of business 
in Arkansas. He spoke of a $600.- 
000,000 development project that 
business men of the state of Wash- 
ington are promoting. “This,” he 
said, “will bring an immense in- 
crease in the demand for hardware. 
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Business men in Arkansas have un- 
limited natural resources and these 
can be made to give you wealth.” 

C. W. Linthicum, secretary of the 
Independent Retail Merchants Asso- 
ciation in Arkansas, joining in a 
discussion of competition from truck 
wagons, syndicated and chain stores 
said that a fair trade bill, a privi- 
leged measure which gives the mer- 
chant the right to make a resale 
contract with a wholesaler has be- 
come a Jaw. Other bills pending 
which will help the merchant will 
be passed if retailers urge the pas- 
sage, he explained. 

Homer Adkins, collector of in- 
ternal revenue, explained the work- 
ings of the Social Security law. 

In the Wednesday morning ses- 
sion C. G. Gilbert, vice-president of 
the National Retail Hardware Asso- 
ciation, Chicago, spoke on “Facts 
About Merchandising.” Mr. Gilbert 
said he is proprietor of a retail store 
in a town of 22,000 inhabitants. 
“Repricing and display are neces- 
sary,” he said. “I bought two dozen 
hammers at the same price. One 
dozen was marked 50 cents and the 
other dozen 69 cents. I sold the 69 
cent hammers in two days. I still 
have some of the 50 cent hammers. 
We must understand the psychology 
of selling and, of course, this means 
pricing along with advertising.” 

Mr. Gilbert also spoke of the un- 
profitable and the right way to ad- 
vertise. “Always use common, easy 
words that tell what you mean,” he 
said. “Mr. and Mrs. Consumer make 
the prices. Trailer stores are com- 
ing fast and retailers have to meet 
the competition with prices to match. 
All things being equal, the local 
retail merchant will get the trade. 
The most important thing is the 
merchant’s place in the life of the 
community. Keep up with your asso- 
ciation and through it and the job- 
ber learn the art of selling goods.” 

Floyd Sherrod, manager of the 
Little Rock division of the Inter- 
national Harvester Company, showed 
how to make profits from the sale 
of implements. He illustrated his 
subject with slides and moving pic- 
tures. “In 1936 normal sales of 
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Illinois Dealers Urge 
Passage of a State Chain 
Store Tax Law 





WM. A. ALTHOFF 


New President 


ITH 1300 being present for 
the best attended meeting of 
recent years, the Illinois Re- 
tail Hardware Association held its 
40th annual exhibit and convention 
at the State Armory, Peoria, IIl., 
on Feb. 2 to 4, inclusive. One of 
the several important resolutions 
adopted urges the State Legislature 
to pass a chain store tax law, while 
the theme of the business sessions 
was “How,” and embraced discus- 
sions of how legislation affects the 
dealer, how to increase sales, how to 
display, how to sell volume mer- 
chandise, and how to sell at a profit. 
The first on Tuesday 
morning, opened with group sing- 
ing led, as at following sessions, 
by Logan Unland, Pekin, IIl., and 
the invocation was offered by Rev. 
G. W. Chessman of the First Baptist 
Church, Peoria. Maurice L. Camp- 
bell, Benton, in the president’s 
annual message, reviewed the ac- 
tivities of the association during the 
past year; congratulated the organ- 
ization on the fact that only one 
other State association had enjoyed 
a larger increase in membership in 
1936; emphasized the importance of 
more efficient store management, 
declaring that for the most part the 
dealer must solve his own problems; 
and in closing his address President 
Campbell stressed the need for 
“young blood” in many retail hard- 
ware firms. 
Geo. P. Ellis, former president of 
the American Society of Account- 


session, 
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ants, aid prominent authority on 
business taxation problems, Chi- 
cago, gave a detailed explanation of 
the application of the Social Se- 
curity Act, describing how the law 
applies under varying conditions, 
and reviewing the decisions that 
have been made under certain cir- 
cumstances. 

Clifford Gregory, editor, Prairie 
Farmer, Chicago, and one of the 
committee of five which was recent- 
ly sent abroad by President Roose- 
velt to study Consumer Cooperatives 
discussed how such organizations 
might be expected to work in this 
country. He explained, how they 
operate in Europe and outlined some 
of the accomplishments of the Co- 
Op’s abroad as: curtailing financial 
racketeering in business; encourag- 
ing the idea of saving among the 
poorer class; developing apprecia- 
tion in the pride of ownership, and 
the effect the movement has had in 
combatting monopolies. Mr. Greg- 
ory said that the alarm the idea has 
caused among independent retailers 
in the United States is not over what 
the Co-Op’s have done, but that the 
chief concern has been over what 
some advocates of the idea have said 
should be done. He expressed the 
belief that the movement in this 
country would be based on the 
Swedish and not the English con- 
ception, and in his opinion it will 
help rather than hurt business, by 
curtailing the growth of monopolies 


and preventing over-capitalization 
of the type which was largely in- 
strumental in bringing about the 
late depression. Mr. Gregory de- 
clared that the average dealer is not 
unduly concerned about fair com- 
petition, but that the merchant’s 
chief worry is about such unfair 
competition as might be brought 
about by special privileges, such as 
tax exemptions. Concerning the 
latter, he said that the present basis 
in Europe is to require the Co-Op’s 
to pay taxes on all items except 
patronage refunds. ‘The develop- 
ment of the movement in the United 
States, in Mr. Gregory’s opinion, 
will be among the working class 
and not be at all spectacular, as the 
idea flourished in Europe when 
business became inefficient—a vast- 
ly different situation to that prevail- 
ing in the U. S. 

J. TT. Meek, secretary, [Illinois 
Federation of Retailers, and editor, 
Illinois Journal of Commerce, Chi- 
cago, in speaking on “How future 
harmful legislation can be avoided,” 
emphasized that it is important to 
remember that it is what is back of 
such laws and not their text that 
should be seriously considered. 
Many of the dealer’s legislative 
problems, he pointed out, resulted 
from the failure of thé retail trades 
to effectively pool their efforts in 
protesting proposed laws that would 
be harmful to their interests, and he 
stressed the increasing value of 
trade associations in such protective 
activities. In order to cope with 
new forms of competition such as 
consumer cooperatives, Mr. Meek 
declared that independent dealers 
must become better merchants than 
ever. 

At the Tuesday evening session, 
the program opened with several 
special musical selections and the 
speaker was Carl Sorby, sales pro- 
motion manager, Geo. D. Roper 
Corp., Rockford. Mr. Sorby’s sub- 
ject was “How to increase sales,” 
and he placed special emphasis on 
the advantages of handling and ag- 
gressively merchandising a compiete 
line of major gas and electric ap- 
pliances. He said the average 
hardware merchant only satisfies 
the expressed wants of the customer, 
when much could be gained by re- 
lated selling, and other modern 
methods which will increase volume 
and profits. Today’s merchandising 
efforts must be geared to the pub- 
lic’s new and more rapid tempo, he 
declared, as “your customers are 
now going by your stores on ‘roller 
skates.’” Charts exhibited by Mr. 
Sorby during his address graphical- 
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New York Ass'n Supports Feld Bill: 
Opposes Consumer Co-op 


PPOSITION to wholesalers 

selling at retail: employers 

buying for employees; tax 
and other exemptions for Consumer 
Cooperatives; and approval of pend- 
ing Feld resale price law were ex- 
pressed by the thirty-fifth annual 
convention of the New York State 
Retail Hardware Association, Inc. 
The convention met February 9 to 
11, 1937, inclusive, at the Hotel Sen- 
eca, Rochester, N. Y. The conven- 
tion also approved the stand of the 
U. S. Chamber of Commerce which 
favors deferring promotion of so- 
called state Patman laws. 

Harold W. Allen, Clinton, retiring 
president, opened the convention 
Tuesday morning with a militant 
talk criticizing lack of support to 
association activities which he said 
were worth much more than the 
costs in money, time and effort. He 
told of his own efforts to stimulate 
greater cooperative effort and of his 
discouragement at the lack of such 
support for what he considered a 
vital need in the hardware business. 
He was followed by S. Park Har- 
man, of the Social Security Board, 
who discussed social security legis- 
lation, both federal and state. He 
declared such activity the most sig- 
nificant legislative development and 
said it was an effort to provide an 
orderly process that would take the 
place of the more costly, disorderly 
relief plans used in emergencies. 
Secretary-Manager John B. Foley 
asked several questions which 
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Tax Exemption 


helped bring out some points of in- 
terest to dealers. 
Declaring that churches, colleges, 


government and other public-sup- 
ported agencies were supporting 
Consumers Cooperatives unfairly, 


Frank G. Howard, Binghamton, dis- 
cussed this subject very thoroughly. 
He protested against government 
permitting tax exemptions, financ- 
ing organization work, etc. The 
Co-op movement, he said, aimed at 
the abolition of the profit system. 
Sydney H. Atkinson, Brooklyn, 
talked on the evils of consumers 
buying at wholesale prices, either 
through industrial welfare groups 
or through wholesale auspices or 
buying services.” Field Secretary 
George G. Hoy talked about the im- 
portance of controlling investment. 
eliminating dead stock, meeting 
competition, etc., through more ef- 
ficient management, stressing the 
need of getting greater sales per em- 
ployed clerk in hardware stores. 
Pinch-hitting for a Utility speaker, 
Russell A. Atkinson, Brooklyn, told 
of the now famous “Brooklyn Plan” 
of cooperation between the Brook- 
lyn Edison Co. and Brooklyn re- 
tailers, showing how this plan in- 
creased aggregate sales of electrical 
appliances and put the hardware 
man in position to get some of this 
profitable major appliance business. 
Herbert P. Sheets, managing di- 
rector, N.R.H.A., talked on “Facts 
About Merchandising,” stressing 
the need of intelligent buying; cor- 
rect pricing; aggressive sales promo- 


tion; sales planning; effective man- 
agement and services. 

Horace P. Aikman, Cazanovia, 
N.R.H.A. director, with his custom- 
ary pep talk about better selling, 
stressed the need of cash basis for 
doing business and urged more at- 
tractive merchandise displays. 

Hon. Wright Patman, Represen- 
tative from Texas, made the final 
talk explaining features of the Rob- 
inson-Patman Law, for which he 
was the chief co-sponsor. He told 
of the lack of cooperation from 
daily newspapers when the bill was 
developing and of the organized op- 
position from previously favored 
groups of retailers who had special 
allowances which enabled them to 
cut prices and generally demoral- 
ize markets. He said this law was 
reasonable in its intent and _per- 
fectly fair in that jt required only 
that competitors be treated alike for 
the same quantity, same terms, etc. 

At the close of Congressman Pat- 
man’s formal talk he answered a 
group of pertinent questions pre- 
pared and presented by Charles J. 
Heale, editor, HARDWARE AGE. 

Exhibits: under the direction of 
Mr. Hoy were held at the new State 
Armory with full afternoons each 
day available for dealers to visit the 
displays. Wednesday night the an- 
nual banquet was held at which 
time Past President Martin Van 
Dussen, Rochester, presented 25 
Year Club memberships to those 
eligible. 

A. D. Martin, Rochester, was 
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Legislation and Merchandising Occupy 
Oklahoma Meetings 


T the 34th annual convention of 
the Oklahoma Hardware and 
Implement Association, Feb. 

2-4, at Harding Hall, Oklahoma 
City, Okla., L. C. Clark, Tulsa, was 
elected president; H. C. Dobyns, 
Stigler, was chosen first vice-presi- 
dent; F. R. Murphy, Foss, second 
vice-president, and Charles F. Nel- 
son was renamed _secretary-man- 
ager. The board of directors in- 
clude: L. R.,Duff, Lawton; E. P. 
Hall, Durant; C. E. Weber, Tahle- 
quah; W. W. Hickman, Ponca City; 
U. V. Durland, Seminole, and Ben 
Halover, Alva. 

Proposed legislation and taxation 
occupied the greater part of the dis- 
cussions with the entire second day, 
including a special session called for 
the afternoon devoted to explana- 
tions of the taxes levied by Federal 
and state social security acts. In 
addition to the Federal levy, Okla- 
homa enacted an unemployment 
compensation law that assesses em- 
ployers of eight or more persons a 
tax of 1.8 per cent of the total pay- 
roll for 1937; 2.7 per cent for 1938- 
1940; and for succeeding years the 
percentage is to be based on experi- 
ence. 

After hearing Pete Weaver, mem- 
ber of the Oklahoma House of Rep- 
resentatives, discuss provisions and 
the status of the Fair trade measure, 
currently pending in the state legis- 
lature, resolutions, approving this 
bill and the chain store measure, 
also pending, were rushed to adop- 
tion in order to have them placed in 
the hands of senators and repre- 
sentatives before further action by 
either body. 

An important factor at the con- 
vention was the presence of Hugh 
C. Ross, president of the N.R.H.A., 
who was one of the two key speak- 
ers and who remained throughout 
the three days as counsellor. 

In giving a comprehensive picture 
of the activities and achievements of 
-the national association, Mr. Ross 
pleaded for individual member sup- 
port in all state and federal legis- 
lative matters. He listed the main 
points upon which the board of gov- 
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ernors is working such as compe- 
tition, price information, operating 
costs, jobbers’ merchandising plans, 
group buying, open price filing by 
manufacturers, legislation, taxation, 
merchandising principles, and asso- 
ciation policies. He said that some- 
thing must and will be done, prob- 
ably through joint activities of the 
wholesaler and retailer to eliminate 
waste and unproductive factors in 
order that the cost of distribution 
through the wholesaler-retailer sys- 
tem may compare favorably with 
other distributive systems. 

Merchandising held sway during 
the final session with Sydney Carter, 
specialty sales manager for the 
Vegetable Parchment Co., Parch- 
ment, Mich., at the wheel. Among 
the principles, he cited, as neces- 
sary for “Merchandising in the 
Streamline Age” were: 

“Adapt yourself to the ever-chang- 
ing business pattern. It is not in 
the power of man to stop change 
and unless we get the younger point 
of view and meet the pace, we will 
be left at the post. 

“Know your buying sources and 
know what you are going to do with 
merchandise before your buy. This, 
is the common sense solution to the 
buying problem.” 

He accented the value of becom- 
ing women conscious in merchan- 
dising, citing women traffic as the 
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greatest opportunity for selling 
stock. “However, they must be 
catered to. They like a busy store. 
They like lots of lights. To obtain 
this traffic, a merchant must con- 
cede style in merchandise as an 
important factor. A retailer must 
not only get the view-point of today 
but must not slump back to the old 
sixes and sevens, especially in dis- 
play. Merchandising today is a 
science and a smart merchant real- 
izes how little he knows and that he 
must post himself on every phase of 
his business.” 

Mr. Carter advocated group pric- 
ing to attract the women. They are 
more inclined to buy for future use 
than men, even if they save only a 
few cents. Profit, he said, is made 
or lost largely on excessive over- 
head or mismanagement. 

Mr. Carter is a firm believer in 
advertising but conceded that poorly 
used space is very expensive. He 
highly recommended direct mail ad- 
vertising, stating that a personal 
letter is a power within itself in 
drawing business. 

Resolutions adopted at the con- 
vention included a recommendation 
to ammunition manufacturers to 
furnish retail hardware dealers with 
a line of shells and cartridges at a 
price that would permit meeting 
competitive prices. A second reso- 

(Continued on page 104) 


HARDWARE AGE 











PEYTON L. YON 
President 


HE Southeastern Hardware 

and Implement Association held 

its twenty-third annual conven- 
tion at the Hotel Ansley, Atlanta, 
Ga., February 9, 10 and 11, 1937. 
The change in the opening session 
from afternoon, as heretofore, to 
morning, coupled with the extremely 
inclement weather, kept many away, 
but what was lacking in numbers 
was amply made up in interest in 
the addresses. Louis F. Gordon, As- 
sistant Vice President of the Citizens 
& Southern National Bank, whose 
work in connection with his organi- 
zation is that of a director of public 
relations, was particularly adept at 
pointing out the vital things hard- 
ware retailers must consider. 

Many successful merchants, Mr. 
Gordon indicated, are running their 
business from the outside in rather 
than from the inside out. Find out 
what your customers want and are 
buying. 

Habit is a strong force in all 
human beings and it is necessary 
for the dealer to break out of his 
habits that keep him from ascer- 
taining consumers’ preferences. He 
warned his hearers that the people 
are speaking more authoritatively 
than ever and urged them to re- 
member it is better to do less vol- 
ume and make a profit than a large 
volume and take a loss. 

T. W. McAllister, editor of 
Southern Hardware, devoted most 
of his attention to the Robinson- 
Patman Act, state chain store taxes 
and the state fair trade acts, in 
speaking on the subject, “What 
Laws Interest the Dealer and Why?” 

Stating that most people approve 
the intent of the Robinson-Patman 
Act, which is to curb the growth of 
monopoly in distribution by prohib- 
iting unfair price concessions to 
mass distributors, he explained that 
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Occupy Southeastern’s 
Attention 


this new law has created much con- 
fusion. 

While enforcement of the act 
through legal proceedings may be 
a slow process, Mr. McAllister 
stated, it is already evident that the 
new law is having a very potent ef- 
fect in bringing about voluntary 
changes in sales policies and price 
schedules, where they seem to be in 
conflict with the requirements of 
the act. 

Hugh C. Ross, Jackson, Tenn., 
president, N.R.H.A., opened the 
Wednesday session with the subject, 
“What Are the Facts About Retail- 
ing?” 

Hardware stores, he said, must be 
kept young and be given new, young 
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H. M. Simmons Resigns as 
Southeastern Secretary 


H. M. Simmons, Secretary- 
Treas., Southeastern Retail 
Hardware and Implement Asso- 
ciation, has tendered his resig- 
nation, effective Feb. 20. Prior 
to his association with the 
Southeastern, nearly four years 
ago, he had been connected with 
Chambers of Commerce and re- 
tail trade promotion activities. 
He is well known in Southeast- 
ern business circles for his ener- 
getic work for the association. 

Before making a decision in 
reference to another connection, 
Mr. Simmons plans to complete 
a few trade promotions in the 
Southern states. After Feb. 20 
his address will be 1047 Peach- 
tree St., N.E., Atlanta, Ga. 











blood continually, and that the most 
important thing today is selling. 
Most hardware men have become 
proficient in watching their costs and 
matters of that kind, but what is 
needed is an appreciation of new 
ways of doing things, getting busi- 
ness from the outside, going after 
women’s trade, whose purchases of 
hardware are, generally speaking, 
49 per cent of the total. 

Mr. Ross also strongly recom- 
mended a school for employees 
where they could be instructed (in 
the store) about new lines and things 
the buyer may easily know but can- 
not expect the salespeople to know. 
These things all help to increase the 
average sale. 

Mr. Simmons, secretary, suggested 
that a good rule for dealers who 
felt they could not write copy well, 
is to write the advertising copy so 
that they bring out the best points 
or values clearly and concisely as 
you believe them to be; then re-read 
that copy and see if you, yourself, 
believe it. Finally, have your em- 
ployees read it and ask them if they 
believe it. If not, you cannot expect 
them to be enthusiastic over the 
goods when they are called upon to 
sell them. 

Louis H. Buisch, Merchants’ Ser- 
vice, Dayton, Ohio, followed Mr. 
Ross with his talk, “How Good Are 
Your Salesmen?” Basing his talk 
on better consumer handling, he 
asked a” number of questions by 
means of large banners, appealing 
to his audience through the medium 
of the eye as well as ear. Such ques- 
tions as “What are you in business 
for—volume or profit? Are you get- 
ting all the profit you should?” 
Millions, he said, are being lost 
every year because of conditions in 
the store, and no law can or will be 
passed that will compel profits. Mer- 
chants must face the facts. 

Another chart indicated that 70 
per cent of every volume dollar goes 
to the supplier, 25 per cent to 28 
per cent for expenses and the small 
balance was profit. He emphasized 
the necessity of selling the last item 
of every lot to get the real profit. 

Speaking on the subject of “Build- 
ing a Paint Department,” F. H. Mc- 
Vay, Sherwin-Williams Co., Atlanta. 
gave a short talk which outlined the 


(Continued on page 78) 
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West Virginia Dealers Expect 
Good Business Year 


ELEGATES to the 3lst an- 

nual convention of the West 

Virginia hardware  conven- 
tion, held at Fairmont, W. Va., on 
Feb. 11 and 12 at the Fairmont Ho- 
tel, left for their homes confident 
they were facing one of the best 
business years in the organization’s 
history. An aura of optimism per- 
vaded the whole convention, from 
the opening address Thursday morn- 





NORMAN COOK 


New President 


ing of President R. F. Cox, Fair- 
mont, to the speech of Dr. G. W. 
Allison of the Edison Electric In- 
stitute, New York City, at the clos- 
ing business session Friday after- 
noon. 

Mr. Cox set the theme of the con- 
vention by his statement that “bet- 
ter business is ahead for those who 
see and have the will to act on the 
opportunities that will present them- 
selves during the present year.” Dr. 
Allison bore out President Cox’s 
statement by his assertion that there 
exists in the United States today a 
shortage of nearly 6,000,000 homes, 
the construction of which in the next 
few years will bean a “tremendous 
boom” to building and associated 
industries, with the hardware busi- 
ness included in the latter category. 

Nearly 150 members of the asso- 

ciation, in addition to many travel- 
_ing salesmen and manufacturers’ 
representatives, were present for the 
meeting, and 9 states and 28 West 
Virginia cities were represented. 

Norman Cook, Huntington, imme- 
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diate past first vice-president, was 
elected president of the association 
for the coming year. Milton Marsh, 
Wierton, was elected first vice-presi- 
dent; Lawrence Freeman, Sutton, 
second vice-president, and H. T. 
Francis, Grantsville; Orie Myers, 
Clarksburg, and O. V. Bolling, 
White Sulphur Springs, were named 
te the board of directors. By action 
of the board, H. B. Clower of Oak 
Hill was reelected to his eighth suc- 
cessive term as secretary-treasurer 
of the association. 

Mr. Cox opened the first session 
with his annual address, in which he 
pointed to the better business op- 
portunities in store for the hardware 
merchant in the immediate future 





R. F. COX 
Retiring President 


and predicted an increased demand 
for hardware merchandise growing 
out of the neglect of many house- 
hold needs during the depression. 
The only dissenting note to the 
optimistic feeling of the convention 
was that given by A. H. Andrews, 
Charleston, managing director, West 
Virginia Chamber of Commerce, 
who, in his discussion in the open- 
ing session of the Social Security 
Act, characterized the measure as a 
“mess” and said that while there 
was little opposition to the intent of 
the law, few authorities are satisfied 
with the operation of it. He was 
emphatic in warning the dealers to 
avoid racketeers who pretend to be 
authorities on the Act and bogus 
salesmen who represent their book- 


keeping forms and methods as being 
“official.” He advised his hearers to 
keep a careful record of transactions 
requisite under the measure, urged a 
careful study of the Act because of 
its importance, and held out the 
hope that the law may yet be put on 
a sound basis. 

The program of the Thursday af- 
ternoon session included a discus- 
sion of “Credit and Collections” by 
George Parsons, Fairmont, secretary, 
Fairmont Business Men’s Associa- 
tion, and a talk entitled “What It’s 
All About” by William R. Lunk, also 
of Fairmont, commercial counsellor 
for the Monongahela System. 

Secretary Parsons dwelt at some 
length on the extension of credit, 
which he described as “the exchange 
of confidence,” and stressed the im- 
portance of having a definite under- 
standing with the credit buyer on 
the amount and frequency of pay- 
ments, adding that the failure to ex- 
plain the terms was the principal 
cause of the majority of reposses- 





H. B. CLOWER 
Sec.-Treas. 


sions. He warned the dealers against 
the over-extension of credit and said 
that the merchant, before granting 
credit, should assure himself of the 
character, ability and financial re- 
sponsibility of the prospective pur- 
chaser. 

Mr. Lunk advised his audience to 
pay more attention to outside influ- 
ences in the conduct of business, 

(Continued on page 78) 
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Michigan Dealers Discussed. 
Major Business Problems 


ORE than 1800 hardware- 
M men, of whom more than 

1100 were retailers or re- 
tail sales clerks, attended the 43rd 
annual convention and exhibit of 
the Michigan Retail Hardware As- 
sociation, with meetings at the 
Hotel Pantlind, Grand Rapids, Feb. 
9-12 and exhibits at the Civic Audi- 
torium. Merchandising profitably, 
legislation, meeting competition, 
better management and cooperation 
were the main themes of the ses- 





J. J. LOUISIGNAU 


New President 


sions, all of which were well at- 
tended. 

President W. C. Judson, Big Rap- 
ids, introduced past presidents at 
the opening session, a luncheon 
meeting, held at the Hotel Pantlind. 
He spoke on, “What Has Been 
Done. What Can Be Done,” 
outlining the activities of the asso- 
ciation and of its secretary, H. W. 
Bervig, Lansing, and H. A. Dasch- 
ner of the association’s field service. 

The Hon. Leo J. Nowicki, Lieuten- 
ant-Governor of the State of Michi- 
gan, in discussing, “What Should a 
Citizen Expect from His Govern- 
ment?” declared that it is impor- 
tant that government and _ business 
understand each other. There is, he 
held, no necessity for warfare be- 
tween honest government and honest 
business. An office holder should 
have unquestioned honesty, ability 
and efficiency and responsiveness to 
the will of the majority. 

State and _ national legislation, 
proposed or now in effect, was dis- 
cussed by a group lead by L. A. 
Straffon, Croswell. Questions asked 
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by Mr. Straffon were answered by 
Fred J. Gartner, Wyandotte; H. H. 
Dignan, Owosso; H. C. Meyer, Pe- 
toskey, and George Lee, Detroit. 
Fair and unfair trade practice laws, 
“use taxes” and the Robinson-Pat- 
man act were among the topics. The 
“use tax” was pointed out as being 
a tax equivalent to the rate of the 
state’s sales tax but one which 
would be imposed on merchandise 
shipped into Michigan from other 
States. Such a tax while a producer 
of revenue would be primarily a pro- 
tection tax. 

Secretary Bervig, answering ques- 
tions on the Patman bill stated, “If 
the law is considered section by sec- 
tion” the manufacturer, wholesaler 
or retailer should not have much 
trouble in understanding it. “Sellers 
must give customers equal treat- 
ment, under equal circumstances. 
The law says ‘that nothing shall pre- 
vent price differentials which make 
due allowances for differences in 
cost of manufacture, sale or deliv- 
ery, resulting from different meth- 





W. C. JUDSON 
Retiring President 


ods or quantities in which such 
commodities are sold or delivered,’ ” 
said Mr. Bervig. 

No one can rely solely on his own 
judgment in selecting merchandise 
for his store said Charles R. Isaacs, 
Indianapolis, Ind., manager, mer- 
chandising division, N.R.H.A., in 
his address, “What Are the Facts 
About Merchandising?” Syndicates, 
he declared, go to great lengths to 
find out what “Mr. and Mrs. Custo- 
mer” want and what they will pay 
for merchandise they want. 

A. D. VanDervoort, Lansing, lead 


a discussion on, “How to Sell Spe- 
cialized Lines.”” Answers were given 
on five lines by five men: electrical 
appliances, E. C. DeMerritt, Mor- 
ency; house wiring, Harlan Waters, 
Paw Paw; paint and_ supplies, 
Joseph Gartner, Wyandotte; farm 
supplies, H. A. Schantz, Grand Rap- 
ids, and sporting goods, S. D. Long- 
cor, Judson Hardware, Big Rapids, 

Robert H. Murray, Honesdale, 
Pa., spoke on, “What Makes A 
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Secretary 


Small Business Big?” stating that 
he wanted to manage his business 
instead of having it manage him. 
Make a careful analysis of the ter- 
ritory you are serving and survey 
it by visiting farmers. Study 
trends in the needs for merchandise 
and specialize in lines for which 
there is a need but specialize in 
lines which someone else isn’t do- 
ing a good job on. Start selling 
your sons on the hardware business 
when they are very young if you 
want them to go into your store. 
“We can’t let our business grow old 
because we do,” he emphasized. 
“The Challenge of the Coopera- 
tives,’ an address by E. St. Elmo 
Lewis, sales counselor, Detroit, was 
an outline of the history and growth 
of the consumer cooperative move- 
ment in this country and abroad. 
Adulteration of products, under- 
weight and inefficient operation, he 
said, were some of the reasons for 
which cooperative movements came 
into being. A merchant who is a 
competent counsel to his trade has 
no need to fear cooperatives if he 
doesn’t permit profit to poison his 
conscience, Mr. Lewis declared. 
(Continued on page 74) 








Indiana Assn. Opposes 
Inequities Of States Gross 
Income Tax 


T the 38th annual convention 
of the Indiana Retail Hard- 
ware Association, held at the 

Athenaeum, Indianapolis, Jan. 26 
to 28, inclusive, 1937, the organiza- 
tion reaffirmed its opposition to the 
inequities in the State’s gross In- 
come Tax Law, and through a reso- 
lution adopted at the meeting urged 
an amendment to the law “so that 
the burden is more equally borne 
by all classes coming under its pro- 
visions.” A determined attempt 
was made by the association during 
1936 to remove the inequalities 
which exist under the present terms 





G. F. SHEELY 


Managing Director 


of law, and although previous ef- 
forts have been unsuccessful, the as- 
sociation is determined to continue 
to exert its every influence in bring- 
ing about a revision of the law on 
a just and equitable basis. 

The successful and _ interesting 
meeting was hampered by the flood 
which inundated the southern coun- 
ties of the State, and was grief- 
stricken to learn, on the second day 
of the three-day meeting, that Mrs. 
Duncan, wife of the association’s 
incumbent president, Frank P. Dun- 
can, Gosport, had suddenly passed 
away. President Duncan conducted 
the sessions of the opening day, but 
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that evening he was called home by 
the sad and unexpected news. It 
was President Duncan’s desire that 
the convention program be carried 
on without a change, and his wishes 
were respected, although it was with 





FRANK P. DUNCAN 
Retiring President 


heavy hearts that the many friends 
of President Duncan and the late 
Mrs. Duncan carried on their parts 
in the program of convention activi- 
ties. 

In the absence of the organiza- 
tion’s vice-president, Karl L. Fenger, 
New Albany, who was unable to at- 
tend, due to the devastating effects 
of the flood in his locality, the sen- 
ior member of the Executive Board, 
Robert Kelly, Winamac, presided at 
the Wednesday and Thursday ses- 
sions of the convention. 

The convention opened with a 
luncheon meeting on Tuesday noon. 
At the Tuesday afternoon session 
certificates of membership were 
presented by A. G. Broadie, Wil- 
liamsport, to members qualified to 
join the association’s Twenty-five 
Year Club. The opening address 
was delivered by Charles M. New- 
ton, Delaware, Ohio, who had an 
inspiring message to bring to the 
membership under the title of 
“What It Is To Be An American.” 


President Duncan in his opening 
message reviewed the activities of 
the association during the past 
year, and following this he devoted 
the major portion of his address to 
a resume of the efforts which were 
made in 1936 to induce both ma- 
jor political parties to remove some 
of the inequities from the Indiana 
Gross Income Tax Law. 

Following the report of the Audit- 
ing Committee, as presented by 
Ralph David, Longansport, and ap- 
pointment of other committees, the 
session adjourned to reconvene 
Wednesday morning. 

At the Wednesday morning ses- 
sion the first speaker was Charles 
R. Isaacs, member of the N.R.H.A. 
staff, Indianapolis. With “How To 
Solve the Dealer’s Merchandising 
Problems” as his subject, Mr. 
Isaacs described and explained how 
the merchandising bulletins as _is- 
sued by the National association 
can be used most effectively. He 
stressed the fact that successful 
merchandising is not in any sense 
an inbred characteristic, but in- 
stead is the result of the proper 
utilization of certain approved prin- 
ciples of modern merchandising 
methods. He pointed out, in effect, 
that any dealer who devoted ener- 
getic and systematic effort to the 
further development of his store 
could almost be assured of satisfac- 
torily profitable results. 

J. L. Palmer, professor of mar- 
keting, School of Business, Chicago 
University, Chicago, delivered a 
very informative address on “The 
Future of the Cooperative Move- 
ment and Its Effect on the Present 
System of Distribution.” Professor 
Palmer expressed the opinion that 
the established system of distribu- 
tion has no cause to be alarmed 
because of the interest that has been 
manifest in the cooperative move- 
ment in the United States. He de- 
clared that as long as existing dis- 
tributing agencies, including the in- 
dependent dealer, function as they 
should, that there is little to fear 
from the movement—unless_ such 
consumer cooperatives are granted 
preferential treatment by the Fed- 
eral Government or by State legisla- 
tion, under which they might pos- 
sibly receive financial aid or be 
exempt from the payment of certain 
taxes, etc. 

A discussion of the Robinson- 
Patman Act was the final feature 
of the Wednesday morning session. 
During this discussion, Rivers Peter- 
son, editor, Hardware Retailer, In- 
dianapolis, replied to a series of 

(Continued on page 104) 
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ANNOUNCING A FINER LINE OF 
TRUE TEMPER AXES FOR 1937 


















OR 1937 the famous Kelly Quality, TRUE NEW IMPRINTED 

TEMPER Axes are finer than ever before. New HANDLES 
methods of factory testing—new higher standards 
in finishing and tempering, insure the beauty and 
integrity of each axe blade which carries the TRUE 
TEMPER Trade Mark. These finer TRUE TEMPER 
Axes will be supplied in all the popular Kelly pat- 





terns and Factory Brands. Ask your jobber’s sales- For 1937, the imprint shown above 
will be used on all the various First 


man about the finer TRUE TEMPER Axes for 1937. Qudiae, Kelly: Gaseniy Bind: bans, 
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Kentucky Dealers Shown 
Road To Better Retailing 


at the thirty-seventh annual 

convention of the Kentucky 
Hardware and Implement Associa- 
tion, Jan. 19 to 21, at the Seelbach 
Hotel, Louisville, Ky., in his open- 
ing address, “Back Home,” stressed 
the importance and value of apply- 
ing the various kinds of merchan- 
dising knowledge developed by the 
meeting to the individual business 
of the member. 

In discussing association mem- 
bership he said, “Many members 
have used the services offered by 
our association and feel that a large 
measure of their success can be at- 
tributed to their use of these ser- 
vices. Perhaps many dealers feel 
that they are sufficient unto them- 
selves, but I have found by accept- 
ing help, I, personally, have bene- 
fited. Therefore I urge you to 
consult your state and national as- 
sociations in planning your stores, 
your show windows, accounting 
problems, and other problems of 
your business about which you are 
not sure. In plain English, ‘when 
in doubt consult your association.’ ” 

As part of his address, Mr. 
Young also made a comprehensive 
report of the congress of the Na- 
tional Association which was held 
in Atlantic City last July. Secretary 
J. M. Stone followed with a finan- 
cial report. 

The program then took on the 
question and answer form. Secre- 
tary Stone asked a series of ques- 
tions of Rivers Peterson, editor, 
Hardware Retailer, on “How Will 
The Robinson-Patman Law Affect 
Me?” The interest of the audience 
in this subject was manifested by 
the numerous questions which came 
from the floor. 

Equal interest was shown in the 
next series of questions and an- 
swers when I. C. Mason questioned 
S. H. Ourbacker, field representa- 
tive of the Social Security Board, 
and another government representa- 
tive on the provisions of the Social 
Security Law. 

As in the case of the Robinson- 
Patman subject, many questions 
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were added to those that had been 
prepared by Mr. Mason, coming 
from the members who desired en- 
lightenment on their obligations 
under various circumstances. 

The second session was held 
Wednesday afternoon and began 
with an address by L. H. Buisch on 
the subject “How Good Are My 
Salesmen?” Points emphasized by 
the speaker were that the dealers 
must face facts; millions of dollars 
are lost each year because of leaks 
in stores; no one would attempt to 
drive a car blindfolded, yet business 
men drive ahead blindly in their 
businesses because of lack of ad- 
vance planning. He _ particularly 
emphasized the importance of keep- 
ing records of sales by salespeople. 

Following his address there was 
a series of four question and an- 
swer presentations, all of which de- 
veloped much helpful information. 
Charles Zimmer, Jr., Covington, an- 
swered questions propounded by 
Henry Funk, Bowling Green, di- 
rected to the subject “How Can I 
Sell Housewares?” 

Veach Redd, Cynthiana, next as- 
sumed the witness stand and an- 
swered questions of J. S. Ogden, 
Ashland, on the subject “How Can 
I Sell Paints?” 

The third presentation covered 
the implement line and R. B. Flah- 
erty, Owensboro, was interrogated 
by H. Womack, Grayson, on “How 
Can I Sell Implements?” 

Poss Hunter, Nicholasville, ques- 
tioned Dick Warren, of Lexington, 
an employee of the Clark Hardware 
Co., on “How Can I Sell Washers?” 

At the closing session, Rivers 
Peterson, editor of Hardware Re- 
tailer, addressed the group on the 
subject “What Are the Facts About 
Merchandising?” He emphasized 
the fact that there are no “secrets” 
or “mysteries” connected with the 
profitable operation of a business 
and said people should have been 
talking for years about the “Rea- 
sons for Success” instead of the 
“Secrets of Success.” ; 

He discussed various merchandis- 

(Continued on page 72) 
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GOODYEAR EMERALD 


CORD — finest, handsom- GOODYEAR SUPERTWIST 
est hose ever built. Gives CORD — extra strong, yet 
many seasons’ trouble- light; ideal for women 
free service. and children to handle. GOODYEAR WINGFOOT 




















—extremely durable and 
good looking; withstands 
kinking and twisting. 


GOODYEAR GLIDE—a 
strong, serviceable, 
high-grade hose; black 
corrugated cover. 


GOODYEAR PATHFINDER— 
a good, lighter-construction 
hose, especially suited for 
low water pressure. 


GOODYEAR OAK— 
braided cotton cord car- 
cass; finest low-priced 
hose built. 
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wn of your customers want the best 
hose they can buy. Others want a 
lighter hose for easier handling. Still others 
want a bargain. 

So —to cover all your customers’ needs 
and wants — Goodyear gives you this 
complete line of six nationally advertised 
brands of lawn and garden hose. 


Every one is armored with a tough, spe- 


cially compounded rubber that resists 


cracking and splitting due to the sun’sheat. _ { “ Seal 

Every one is sinewed with a long-wearing 

cotton cord carcass* to withstand the ; 
strains of yanking and kinking. 






Every one offers you the chance to make 
a generous profit. 

Hose-buying time is just ahead. Stock these 
6 brands—and display them! 


Sell Each Customer an Extra Length 
for Home Fire Protection 


THE GREATEST NAME 
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object to any form of government 
subsidization or favoritism. 

“More Power to You” was the 
subject of an inspiring address by 
Stanley Scearce, Ronan, Mont. He 
first emphasized the importance of a 
merchant putting his own person- 
ality into his ads—talking to the 
people of the community on matters 
of special concern to them, and he 
illustrated this point by reading 
several of his ads in his local paper. 
Mr. Scearce then traced the devel- 
opment of the hardware and imple- 
ment business. 

Harry G. Davis, director of re- 
search. Farm Equipment Institute, 
Chicago, spoke on “The Farm Ma- 
chinery Outlook for 1937 and Later 
Years.” He traced the three ages 
of agricultural progress, which are 
coincident with the general progress 
of the Nation and mankind, and he 
pointed out that whereas, at the 
start some 80 per cent of the people 
were employed in agriculture, now 
only one in twelve is so engaged. 

Chairman A. L. Barnes of the 
nominating committee presented the 
names of Harry Brenn, Moscow, 
Idaho, and Paul Helmer of Rosalia, 
Wash., as directors, to serve three 
years, succeeding A. L, Barnes, 
Lewiston, Idaho, and A. R. Watzke. 
Both nominees were unanimously 
elected. Holdover directors are Earl 
Kidder, St. Maries, Idaho; W. H. 
Richardson, Harrington, Wash.; 
John Miller, Lind, Wash.; O. L. 
Lundale, Deer Park, Wash. and 
John Oud, Orofino, Idaho, past 
president. 

New officers elected were W. H. 
Richardson, Harrington, Wash., 
president; Earl Kidder, St. Maries, 
Idaho, vice-president, and W. M. 
Hoesly, Spokane, treasurer. John 
Oud, was made official delegate to 
the Los Angeles national conven- 
tion. Dale Strong was reengaged 
as secretary. 

At the Wednesday morning ses- 
sion C. J. Galloway, Washington 
Water Power Co., Spokane, con- 
ducted the major electric appliance 
question box, and considerable in- 
terest was manifested in this fea- 
ture. 

The next speaker was Harry A. 
Brenn, Moscow, Idaho, on “How 
Can I Sell More Major Electric Ap- 
pliances at Profit?” He declared 
that if the dealer will have the right 
goods, know them, explain and dem- 
onstrate them to his customers, make 
window displays and sell on the 
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right terms, he can build up a profit- 
able volume of business. 

Walter A. Jensen, assistant man- 
ager, Spokane Credit Men’s Rating 
Bureau, had as his topic “What Is 
the Credit Experience in Connection 
With the Sale of Major Electric Ap- 
pliances?” He said that major 
electric appliances are a satisfac- 
tory business provided the dealer 
takes a reasonable profit and does 
not grant credit terms that are too 
long. 

At the opening of the afternoon 
session resolutions were adopted ap- 
proving and pledging support to 
resolutions adopted at the recent 
37th annual convention National 
Federation Implement Dealers 
Assns.; commending and approving 
the action of 16 national retailers’ 
organizations in protesting to the 
President against any undue encour- 
agement of and financial aid to con- 
sumer cooperatives; recommending 
that the proposed Washington State 
multiple store tax bill be enacted; 
urging jobbers and manufacturers to 
discontinue selling employees and 
the latter’s friends and relatives at 
wholesale, and urging jobbers and 
manufacturers to discontinue selling 
at wholesale accounts that are not 
legitimate retailers and to sell such 
accounts at wholesale only on such 
items as are carried in stock for re- 
sale. 

The first speaker of the afternoon 
was F. F. Smith, Spokane, repre- 





senting Coleman Lamp & Stove Co., 
Wichita, who had as his subject 
“What Air Conditioning Means to 


the Hardware Merchant.” He said 
in part: “We have been working up 
to air-conditioning a long time. You 
don’t see any hot-air furnace adver- 
tising any more; it is always warm- 
air furnace. Air-conditioning is go- 
ing on wherever and whenever there 
is control of temperature, air motion 
and humidity. Temperature control 
applies to winter as well as summer. 
The heating end of air-conditioning 
is important, and it is your job to 
understand it thoroughly to see its 
application to your business. The 
same thing will happen in air-condi- 
tioning as did in refrigerators, ra- 
dios, etc., if you don’t get your 
fingers on it with something that is 
sticky. This business is ‘up our al- 
ley’ if we want to look into it.” 

The last address of the conven- 
tion, entitled “Thought,” was deliv- 
ered by A. G. Farley, Pomeroy, 
Wash., prosecuting attorney, Gar- 
field County. 

As usual, the jobbers and manu- 
facturers were hosts to the retailers 
at a banquet Wednesday evening, 
and this time, for the first time in 
some years, the ballroom floor was 
packed solid, with an overflow in the 
balcony. A delightful menu was 
served and the Davenport entertain- 
ers pleased. J. T. Trenery was 
toastmaster. President-elect Rich- 
ardson, Retiring President Oud, and 
other officers and directors were in- 
troduced, as were A. G. Farley, Pom- 
eroy, Wash., and Stanley Scearce, 
Roran, Mont., and spoke briefly. 
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ing methods which are being suc- 
cessfully used by syndicates and 
explained how the series of Mer- 
chandising Bulletins now reaching 
members each month are proving 
of value to dealers in their merchan- 
dising operations. 

The closing address of the con- 
vention was delivered by Charles 
M. Newcomb, nationally known 
humorist and inspirational speaker. 

Charles Zimmer, Jr., Covington, 
was elected president of the asso- 
ciation for 1937. I. C. Mason, 
Adairville, was elected first vice- 
president, and C. C. Hulett, Wil- 
liamstown, was elected second vice- 
president. J. M. Stone remains as 
secretary of the association. 

Elected to the board of directors 





were R. M. Hunter, Nicholasville; 
R. B. Flaherty, Owensboro, and 
Karl H. Young, Louisville. 

A feature of the convention was 
the annual luncheon of the Twenty- 
Five Year Club, at which J. S. Og- 
den, Ashland, was elected president, 
and William Bradford, Glasgow, 
secretary-treasurer. 


Pheoll Catalog 


This 108-page edition of the 1937 
Pheoll catalog contains the latest price 
lists on screws, bolts, nuts, and related 
items. It includes the American stand- 
ard screw thread specifications, dimen- 
sion tables, weight tables, and other 
practical information. A thumb-index 
provides easy and quick reference. 
Pheoll Mfg. Co., 5700 Roosevelt Ave., 
Chicago. 
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A. R. QUACKENBUSH 
Retiring President 





THEODORE 8S. COY 
Secretary 





J. M. D. HANSBERRY 


New President 


125 Attend North Coast 
Convention 


[ ghey oe of 125 representa- 
tive hardware dealers from 
all sections of Oregon and 

Western Washington attended the 

one-day annual convention of the 

North Coast Hardware and Imple- 

ment Association, held Feb. 10 at 

the Multnomah Hotel, Portland, 

Ore. Both morning and afternoon 

sessions were replete with short and 

illuminating addresses pertinent to 
the business. 

Among the outstanding addresses 
were those of Glendon E. Hackney, 
Indianapolis, managing editor, of 
Hardware Retailer, whose stressed 
timely salesmanship ideas for the 
dealers to in turn pass on to those 
who daily contact the public. 

Harold G. Davis, director of re- 
search, Farm Equipment Institute of 
Chicago, gave a semi-technical out- 
line of the latest in equipment. 

Walter W. R. May, manager of 
the Portland Chamber of Commerce, 


gave a hearty welcome to the dele- 
gates on behalf of the City of Port- 
land. He deplored, however, the re- 
cent 98-day maritime strike and 
called attention of a possible recur- 
rence, and the possibility that the 
present waterfront peace is only an 
armistice. He declared that though 
the previous strike was disastrous, 
should it be continued, it would 
mean the elimination of many small 
businesses including suburban hard- 
ware dealers. 

Prof. N. H. Comish of the Uni- 
versity of Oregon admonished deal- 
ers to have only expert hardware 
men serve the public; to keep 
abreast of the times with new and 
timely items priced for a quick turn- 
over with fair profits. 

Frederick W. Young, manager of 
the bureau of accounts, Lipman- 
Wolfe & Company, gave a number 
of timely suggestions to the dealers 
whereby they might modernize the 
accounting methods. 


The principal discussions of the 
afternoon session was an outline for 
the assembled dealers of both the 
Robinson-Patman fair trade prac- 
tice act and the Social Security bill. 
Outlines were made by Glendon E. 
Hackney and T. S. Coy, Secretary 
of Seattle. No resolutions were 
made by the association with regard 
to either of the measures. 

There were but two resolutions 
passed by the Association, one de- 
claring against distributors and 
manufacturers selling to employees 
and friends and the other similar 
declaring against the manufacturer 
and distributor selling direct to con- 
sumers. 

The board of directors held their 
regular morning breakfast at the 
Multnomah Hotel, which was pre- 
sided over by retiring president 
Arthur R. Quackenbush of Eugene. 

Following the usual forum, the 
following were named as officers for 
the coming year: president, J. M. D. 
Hansberry, Woodlawn Hardware 
Company, Seattle; first vice-presi- 
dent, D. B. Chown, Chown Hard- 
ware Company, Portland; F. A. 
Ernst, Ernst Hardware Company 
Seattle, second vice-president; T. S. 
Coy, Seattle, was reelected secre- 
tary. Directors named, included W. 
J. McKenzie Goldendale, Wash.; 
Richard Fendall, Forrest Grove; J. 
G. Bennett, Vancouver, Wash. 

Roland Hubbard, Medford, Ore.; 
Roscoe Ames, Albany, Ore.; C. A. 
Tabor, Seattle, Wash.; C. G. Jen- 
nings, Tacoma, Wash.; Neil Coch- 
rane, Snohomish, Wash.; Ray Mc- 
Nare, Bandon, Ore.; J. P. Little, 
Portland, Ore. 

The convention closed with the 
usual banquet, when the entire mem- 
bership and their wives were the 
guests of the Portland hardware and 
implement wholesalers. 


Michigan Convention Report 


Mr. Murray addressed the retail 
sales meeting held Wednesday 
night on, “How Do You Sell?” 

A salesmen’s window and table 
display contest, at the retail sales- 
men’s meeting, was participated in 
by four teams of two salesmen each 
—two teams from Grand Rapids 
and two teams from “Out-State.” 
The Grand Rapids men won the 
contest featuring “Clean Up” dis- 
play windows while the “Out-State” 
salesmen were judged to have pre- 
pared the best display table for 
lawn planting merchandise. None 
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of the teams knew in advance what 
their assignments would be. 
Relations between wholesalers, 
manufacturers and retailers, were 
discussed in a question and answer 
program participated in by Andrew 
Larson, Bay City, chairman of the 
trade relations committee, E. O. 
Hatton, Farmington, and C. L. God- 
deyne, Bay City, member of the ex- 
ecutive board. The necessity of con- 
centrated buying sources, carrying 
smaller stocks of slow moving items 
and prompt payment of invoices 
was urged. It was also suggested 


that more time be allowed for ship- 
ments and that more prompt claims 
be made for shortages. Dealers 
were urged to reduce the demand 
for broken package shipments. An 
analysis of traveling salesmen’s 
time showed that salesmen in the 
country areas spent 20.3 per cent of 
their time waiting for buyers and 
city salesmen have to wait 22 per 
cent of their time for buyers. Buy- 
ers should be more considerate of a 
salesmen’s time and _ salesmen 
should, it was pointed out, waste 
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less of the buyer’s time after an 
order has been taken. 

H. D. Hudson, president, H. D. 
Hudson Mfg. Co., Chicago, spoke 
on “What the Hardware Industry 
Should Know About Distribution,” 
and declared that when a manufac- 
turer or wholesaler sells to the con- 
sumer his sales cost is increased. 
The Patman bill is a sound bill but 
needs some correction and will bene- 
fit the entire industry, he stated, and 
further said that dealers who want to 
remain in business must determine 
their costs properly and sell on 
credit only to men they know have 
the ability to pay. 

Past president Charles H. Sutton, 
Howell; N. J. Waters, Paw Paw, 
member of the executive board, H. 
A. Daschner and F. J. Hartge, De- 
troit, member of the executive 
board, held a question and answer 
discussion on, “What Our Competi- 
tion Does.” Sizes used for price 
leaders by syndicate stores are not 
the most popular sizes and prices 
on higher quality items are quite 
comparable to those in retail hard- 
ware stores it was declared. It was 
brought out that syndicate stores de- 
termine by their stock control sys- 
tem which items move slowly and 
which lines are good sellers, and 
that when syndicate stores reduce 
the price on one item, prices on 


Today’s Implement Problems 
proved interesting as handled by 
F. X. Schad, Gainesville, past-presi- 
dent of the Texas Hardware and 
Implement Association. Stressing 
that the farmer of today is “plenty 
smart” Mr. Schad urged each dealer 
not to let the farmer “sell you.” 
“Know you can handle the trade-in, 
and at least make the trade-in carry 
its own overhead,” he cautioned. 

Mercer Lee, assistant district 
sales manager, International Har- 
vester Co., spoke. Mr. Lee stated 
that the manufacturer has a right 
to demand of the wholesaler and 
retailer the share of business he is 
justly entitled to. For this, the man- 
ufacturer must help the dealers, 
both wholesale and retail, by pro- 
viding good equipment at a fair 
price, giving assistance in securing 
of the proper servicing tools and 
equipment, and advertising to the 
best advantage. 

Mr. Carter, speaking on the pro- 
gram, for the second time gave 
highlights on “Managing a Hard- 
ware Store in 1937.” Selection of 
the proper merchandise, display and 


76 


other merchandise are stepped up. 

Dr. William Haber, Michigan So- 
cial Security Commission, and pro- 
fessor of economics, University of 
Michigan, discussed “Social Secur- 
ity Legislation . . . What? Why? 
How?” outlining the terms of Michi- 
gan’s Unemployment Compensation 
Act. 

R. T. Davis, Adrian, led a ques- 
tion and answers session, “How I 
Can Manage My Business Profit- 
ably,” questions being answered by 
W. C. Judson, A. Leutheiser, Somer- 
set, and Warren A. Slack, Bad Axe. 
Mr. Judson outlined various meth- 
ods of compensating salesmen. 

Mr. Leutheiser outlined the 
“Credit-Graph System” which shows 
the customer at the time of each 
sale, and in the form of a monthly 
statement in a graphic style whether 
his credit is strong, safe, weak or 
in danger as a result of his prompt- 
ness or tardiness in paying bills. 
Mr. Slack told of his advertising 
and sales promotion activities, sug- 
gesting neat, simple, easy to read ad- 
vertisements with prices in large 
bold face type. Study the ads of 
chain store competition, he urged. 
He recommended the use of a dis- 
tinctive style of cut showing the 
store’s name and a suitable emblem 
in all advertisements, on price 
cards and on store stationery. 





Panhandle Report 
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advertising, and stock control were 
especially emphasized. 

Appliance Merchandising was 
discussed by A. A. Uhalt, Allen- 
Uhalt Co., Dallas, closed the asso- 
ciation’s program with a _ snap. 
Using questions asked by dealers, 
Mr. Uhalt provided informative an- 
swers to many problems of the 
major appliance business. 

R. F. Douglas, Shamrock, was 
elected president of the association, 
succeeding W. E. Smith, Carlsbad, 
N. M. J. A. Blackwell, Friona, was 
elected vice-president; Clarence 
Thompson, Canyon, was re-elected 
secretary-treasurer to serve his six- 
teenth term. 

George Buchenau, Tulia, and 
Claude Harp, Matador, were elected 
directors to serve with E. R. Yates, 
Lamesa; M. L. Purvines, Panhan- 
dle; W. H. Spaulding, Clovis, and 
P. R. Rosson, Hereford. T. C. 
Lively, Pampa , a past president, re- 
tired automatically from the advisory 
board, which for the next year will 
be comprised of Mr. Smith, the im- 
mediate past president, B. B. Kent, 


Harry Boyd Brown, national mer- 
chandise manager, Philco Radio & 
Television Co., Philadelphia, Pa.. 
spoke on, “Adventures in Retail 
Selling,” telling of some of his ob- 
servations and experiences in major 
appliance and radio selling. He 
emphasized that the placing of ma- 
jor electrical appliances and radio 
in one section, even if it is necessary 
to acquire additional space to do so. 
is vitaliy necessary. 

Officers were elected at the Thurs- 
day morning meeting, W. C. Judson, 
Big Rapids, being succeeded by J. 
L. Louisignau, Cheboygan. L. A. 
Straffon, Croswell, was elected vice- 
president. New members of the ex- 
ecutive board are: G. L. Cassler, 
Benton Harbor; A. H. Hunt, Grand 
Rapids, and W. C. Judson, Big Rap- 
ids. Other members of the execu- 
tive board are: C. L. Goddeyne. 
Bay City; N. J. Waters, Paw Paw; 
R. T. Davis, Adrian; F. J. Hartge. 
Detroit; H. C. Meyer, Petoskey; 
Grant Smith, St. Clair, and A. D. 
VanDervoort, Lansing. Andrew Lar- 
sen, Caro, and H. A. Schantz, Grand 
Rapids, retired from the board. H. 
W. Bervig, Lansing, secretary, and 
William Moore, Detroit, treasurer, 
were reelected at the meeting of the 
executive board held Friday after- 
noon. 


Perryton, and T. C. Meinecke, Lub- 
bock. 

Andy Anderson, Plainview, was 
elected president of The PHIT Club 
(Panhandle Hardware and Imple- 
ment Travelers), to succeed J. A. 
Frizzell. Roy Ratcliff was re-elected 
secretary-treasurer. 

Resolutions adopted at the meet- 
ing: Urged consolidations of State 
departments, boards and commis- 
sions to eliminate unnecessary 
duplication and waste in the ex- 
penditure of public funds; called 
attention to the fact that the tax 
burden is relatively much heavier 
than in more prosperous times; ex- 
pressed opposition to pensions for 
persons who do not need assistance; 
protested the abolition of the State 
Property Tax, since about one-half 
of such taxes are paid by non- 
residents of the State; favored the 
equalization of State Property 
Taxes, by uniform assessment and 
classification; urged support of 
measures to collect delinquent taxes 
and expressed opposition to addi- 
tional State sales taxes. 

All entertainment features of the 
convention are handled by the PHIT 
Club. 
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Open weather—excessive rain- 
fall — everywhere property 
damage through flooded cel- 
lars and basements has been 
extreme. Similar losses occur 
annually. Property owners are 
seeking relief through protec- 
tion such as a Myers Sump 
Pump provides. 


Easily installed, automatically 
controlled, dependable and low 
priced, right now Myers Sump 
Pumps afford an avenue for 
profitable business during the 
months ahead. 
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particularly to churches, schools, 
community government, agriculture 
and industry, all of which, he said, 
exert a tremendous influence on the 
success or failure of the retailer. 
At the opening session Friday 
morning Herbert P. Sheets, manag- 
ing director, N.R.H.A., Indianap- 
olis, Ind., showed in his discussion 
of “How Can I Merchandise at a 
Profit?” that the five basic principles 
of merchandising are (1) intelligent 
buying; (2) correct pricing; (3) 
sales planning; (4) aggressive sales 
promotion; and (5) efficient equip- 
ment and service. “There is,” he 
said, “no secret to successful mer- 
chandising. It is the proper appli- 
cation of these principles.” Mr. 
Sheets recommended the odd-cent 
pricing of fast-selling articles and 
advised his hearers to buy what the 
customer, not the merchant, likes. 
He said the dealer would profit by 
making use of the ideas of others in 
display, promotion, pricing, stock- 
ing, and urged them to create a 


West Virginia Convention Report 
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favorable store atmosphere in order 
to attract business. 

Dr. Allison, in his address at the 
closing session Friday afternoon, 
said that “As we stand on the 
threshold of a building boom in this 
country, a trend toward modern con- 
veniences in the home becomes more 
and more apparent.” In moderniz- 
ing the home, he said, the kitchen 
stands out as the focal point because 
the average woman spends nearly 
two-thirds of her waking hours in the 
kitchen. The volume of business 
from kitchen modernization, he add- 
ed, would be enormous, when it is 
considered that each one of the 1,- 
000,000 homes, which is estimated 
will be built in 1937, probably will 
have a modern kitchen. The volume 
is 100 times greater, he said, when 
applied to the modernization of 
kitchens in old homes. 

Dr. Allison’s address was followed 
by the election of officers and the 
adoption of resolutions, one of 
which placed the convention on rec- 





ord as opposing any and all legis- 
lation enabling municipalities to levy 
any further tax on business, it being 
the opinion of the association that 
“business already is overtaxed and 
overburdened with various forms of 
taxation.” Another resolution placed 
the association on record as favoring 
legislation which would make State 
employees subject to the provisions 
of the Garnishee Amendment to the 
State Constitution. 

The annual banquet was held on 
Friday night, with United States 
Senator M. M. Neely, Fairmont, as 
the guest speaker. Senator Neely 
spoke in support of the judiciary 
reforms recently introduced into 
Congress by the Administration and 
compared the present situation with 
that in which Lincoln found himself 
in opposition to the Supreme Court. 
Albert J. Kerns, city attorney of 
Fairmont, acted as toastmaster. Spe- 
cial entertainment features were pro- 
vided for the ladies during the con- 
vention. 


Southeastern Convention Report 


successful conduct of a paint de- 
partment. He cited a case where a 
$1,000 paint department had been 
increased to a $15,000 one in four 
years. In one day a paint business 
of $3360 had been done, believe it 
or not. It was necessary for such 
results, said Mr. McVay, to be sin- 
cerely interested in a paint depart- 
ment. The consumer must depend 
upon the confidence in what is in 
the can—he cannot see it, and he 
must have confidence in the mer- 
chant. He urged his hearers to be- 
come authorities on paint, to know 
the houses and other surfaces need- 
ing paint, to keep in touch with all 
building, to give consumers direct 
paint advice and to gain and hold 
the confidence of painters. 

J. A. Warren, managing editor, 
Harpware ‘ Ace, addressed the 
Thursday morning session on the 
subject of “Store Traffic.” Basing 
his remarks on his extensive travel 
as a trade paper reporter, Mr. War- 
ren pointed out the several outstand- 
ing methods by which the more 
successful hardware stores of the 
country operated to increase their 
patronage. He stressed the matter 
of careful checks as to street traf- 
fic when selecting a location for a 
store, urging dealers to look into the 
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matter of their present location to 
see if it is still as good as when 
established. Mr. Warren reiterated 
the warning that women are doing 
a large majority of buying today 
and that hardware stores would have 
to make many changes to get a share 
of their business. He pointed out 
such helps to selling as proper sell- 
ing expressions, close study of trade 
areas and keeping the store in com- 
petition as to service, appeal and 
attractiveness. 

Charles A. Campbell, St. Peters- 
burg, Fla., spoke on the subject of 
paying salesmen. His talk was a 
résumé of the methods of several 
dealers and covered the payment of 
salesmen of major appliances as 
well as those on the store sales floor. 
In his own store, he stated, sales- 
men were on straight commission 
for major appliances, with no draw- 
ing account, a condition which had 
proved very satisfactory for him. 
Most dealers, he said, set a quota 
and pay straight commissions and 
some allow bonuses for exceeding 
the quota. 

The same officers as last year are 
continuing for the present. They 
are: 

Southeastern Officers: President, 
Peyton L. Yon, Tallahassee, Fla.; 





first vice president, John B. Greer, 
Loudon, Tenn.; second vice presi- 
dent, H. Kilpatrick, Thomaston, Ga.; 
third vice president, J. E. Lupfer, 
Kissimmee, Fla.; secretary-treasurer, 
H. M. Simmons, Atlanta, Ga. 

Southeastern Directors: Raymond 
Anderson (chairman), Atlanta, Ga.; 
R. W. Simms, Clermont, Fla.; W. 
W. Shultz, Haines City, Fla.; Hugh 
C. Ross, Jackson, Tenn.; Joe H. 
Wright, Sweetwater, Tenn.; R. A. 
Norris, Covington, Ga.; C. W. Truitt, 
Commerce, Ga. 

Tennessee Officers: President, 
John D. Laminack, Crossville, 
Tenn.; vice president, H. W. Nor- 
ton, Maryville, Tenn.;  secretary- 
treasurer, H. M. Simmons, Atlanta, 
Ga. 

Tennessee Directors: Frank Mei- 
ers, Loretto, Tenn.; Ira Taylor, 
Trenton, Tenn.; Chester Varnell, 
Chattanooga, Tenn. 

Georgia Officers: President, J. T. 
Holbrook, Cornelia, Ga.; vice presi- 
dent, J. D. Hudson, LaGrange, Ga.; 
secretary-treasurer, H. M. Simmons, 
Atlanta, Ga. 

Georgia Directors: W. A. Brown, 
Albany, Ga.; G. T. Sharpe, Sylva- 
nia, Ga. 

Florida Officers: Florida group 
will elect own officers and directors. 
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The “Electrician” is designed 


S. L. ALLEN & COMPANY, INC. especially for wiring and 
4 - general repair service. It has 
Also makers of Planet Jr. Garden Tractors a single thread screw- point 
3483 North 5th Street, Philadelphia, Pa. that takes a firm grip and 


quickly draws the bit into 
rapid boring action. 


The overall length has been 
increased and several turns 
of twist added. The extra 
length extends the reach; the 
longer twist affords better 
chip clearance in deep holes. 


This bit is known as No. 


L-101-E, and comes in 10/16, 

11/16 and 12/16 diameters. 

Like all genuine Russell 

| Jennings Auger Bits, the 


——e “Electrician” is forged of 
Planet Jr. No. 17 Single Wheel Hoe high carbon steel and scien- 
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easy handling. Strong, for season retention and strength. 
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From the Painting by Frank Vining Smith 


The “Wander Bird” 


The “Wander Bird’ at Rio 


John S. North, North Bros., Philadelphia, Writes from 


Brazil, on his “Windjammer Wanderings” 





JOHN S. NORTH 


Rio DE JANEIRO, BRAZIL, 
October 24, 1936. 
My dear friends: 

I am very sorry not to be able to 
write each one of you a personal let- 
ter and hope you will forgive me, 
but, as deckhand on the high seas 


Editor’s Note: As our readers know, 
John 8S. North has just about completed 
an unusual trip—he has sailed half way 
around the world aboard the Windjammer, 
“Wander Bird.” In our Jan. 14, 1937, issue, 
on page 132, was published a letter from 
Mr. North. This was mailed from some 
point in Chile after the Wanderbird had 
successf sailed “around the Horn” and 
was dated Dec. 13, 1936. The letter pub- 
lished here was written on Oct. 24, 1936, 
and mailed from Rio de Janeiro before 
experiencing the great adventurres told in 
the letter published previously. It is 
equally as interesting although less exciting 
than the other letter. 
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and pleasure-seeking Popeye The 
Sailor Man in port, time for writing 
seems to be limited to signing trav- 
elers’ checks. These produce thou- 
sands and millions of “reis,” which 
in turn produce a cup of very black 
coffee, a short taxi drive, or a wee 
nip along the lovely Avenue Branco, 
where one sits and watches the pa- 
rade of beautiful and well-dressed 
women, who have every desire to be 
admired and are not at all upset by 
the gallery. 

I feel sure you will be interested 
in my shipmates and the life at sea 
as we sailed from Tangier to Rio, so 
I am going to try to run through my 
Log Book which I have kept each 
day and give you some of the high- 
lights of this grand and glorious 
voyage. 

In the first place, Captain War- 
wick M. Tompkins, 36, or Skipper, 
as he likes to be called; his wife, 
Gwen, who looks like Greta Garbo, 
and two children, Ann, 6, and Com- 
modore, 4, are 1000 per cent. They 
are the kind of people one never 
tires of being with, and I hope to 
count them as intimate friends long 
after the “Wander Bird” has 
dropped her anchor in San Fran- 
cisco. I could write many pages 
about them and their lovely chil- 
dren, their willingness to do far 
more than their share of work, and 









SELL STANLEY 


For Every Sliding Door 


For straight or parallel sliding doors 
on industrial buildings, garages or 
barns ... three sizes handle all doors 
up to 1000 pounds. 


FOR DOORS UP TO 350 POUNDS 





2 
732 


2% 


X2641 TRACK 


wrought 














X2650 HANGER 
For doors 15” to 2%” 
in thickness. Hanger has 
ball bearing in swivel and 
roller bearings in 
wheels. Adjustable both 
vertically and laterally. 
Truck and bolt are cad- 
mium plated, 12 gauge 
apron is japanned. 


FOR DOORS UP TO 


16 gauge, 
steel. Lengths 4’, 5'9”, 
6’, 8’ and 10’. Stanley 
Track is “straight as 
a die.” 


700 POUNDS 














Y2650 HANGER 
For doors 2” to 234” in 
thickness. Same con- 
struction as X2650 but 
heavier and larger to 
hold a heavier door. 
Metal aprons 10 gauge. 


FOR DOORS UP TO 1000 POUNDS 


Y2641 TRACK 
Made for Y2650 Han- 
ger. 14 gauge, wrought 
steel. Comes in same 
lengths as X2641. 





.__ 245 ——_ 











W2641 TRACK 
Used with Hanger 
W2650. 13 gauge 
wrought steel. 


W2650 HANGER 
For doors 244” to 3%” 
in thickness. Extra 
heavy double truck 
trolley. 7 gauge wrought 
steel aprons. 


Send For Catalog No. 38 


THE STANLEY WORKS 


New Britain, Conn. 
SELL STANLEY HARDWARE 


FOR (cr<efree DOORS 


81 



















"Controlled Irregularity”. . . cross- 


section of our new files, enlarged 






fifteen times. Notice that top edges 





are irregular. The careful control 
of this i y is the i 


feature. 








& is 









A keener bite . . . up to 3 times as many cutting edges per 
square inch . . . reserve cutting edges that go to work as old 
ones wear down . . . the ability to stay on the line of work ... 
far greater durability ... 

These are the advantages made possible by irregular tooth 
points whose arrangement is scientifically controlled. 

Our experts spent months perfecting “controlled irregular- 
ity” and applying it to Nicholson, Black Diamond and 
McCaffrey Files. These files are winning success in thousands 
of industrial plants. Hardware and mill supply dealers can 
meet your needs. Nicholson File Company, Providence, R. L., 
U.S.A. 


yo” w NICHOLSON < 
aoe BLACK © DIAMOND 
MCCAFFREY () 


A FILE FOR EVERY PURPOSE 











































~*~ 











Putting NEW LIFE int 
NICHOLSON FILE 


advertising 


Alert to every new 
method of, bringing its Files 
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readers of Nicholson File | 
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Carry a complete stock 
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ply you. Nicholson File 
Company. Providence, R.I., | 
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the Skipper’s really wonderful abil- 
ity as a deep sea sailor and navi- 
gator, but this letter is going to be 
quite long at best, so more details at 
home in front of the fire when we 
have stopped following spring and 
summer around the world. 

The Skipper’s brother, 28, whom 
we call Doc, is an anthropologist, 
having a degree from the States and 
one from the University of London. 
He expects to go to India on re- 
search work for a year or more, 
shortly after we reach San Fran- 
cisco. He is a fine fellow, excep- 
tionally hard worker, good company, 
will do anything for you, and it is 
always a pleasure to be with him. 

Charlie Van Sicklen, 19, from Chi- 
cago, is son of an inventor and cap- 
italist who invented the Van Sicklen 
speedometer and many other impor- 
tant developments in the automotive 
and aviation industries. Charlie is 
just a grand fellow, quite an athlete, 
most beautiful build, strong as an 
ox, knows the boat from A to Z, and 
is able to do everything well in 
handling and sailing the ship; good 
company, and I am very fond of him. 

Julian Howell, 26, is the son of 
the owner and publisher of the At- 
lanta Constitution, Atlanta, Ga. Al- 
though I think he had never sailed 
before arriving at Tangier, his inter- 
est being in motor boats, he has 
learned the game very quickly. He 
can serve you a joke every minute, 
or three or four, all with one barrel, 
if you can absorb them; however, 
many are rather subtle and require 
some time for digestion or explana- 
tion. 

William Palmer, 41, colored, the 
second in command, from Jamaica 
and Nassau, is just the salt of the 
earth, and I am sure knows every- 
thing there is to know about rigging 
and sailing, although he is not a 
navigator. We are kindred souls, 
because he is very fond of fishing, 
or “fishning,” as he calls it. We 
have not covered ourselves with glory 
as yet, but are all set to show the 
“Doubting Thomas Wander Bird- 
ers” some real sport on the next 
hop. I have never seen such a beau- 
tiful build on any man in or out of 
the ring. William is very modest, 
but I am hoping he will pose for a 
picture for me some time. He is a 
beautiful sight under the W. B. 
shower bath, which consists of sev- 
eral large buckets of salt water. He 
is the son of a large banana grower 
in Jamaica, where his family want 
him to settle down, but he loves the 
sea, as we all do on the good ship, 
and I doubt if William will ever give 
it up. His wife and three children 
live in Nassau. 
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Albert Harrison, 34, colored, the 
best cook in the world (no joke) 
and a fine fellow, is from Nassau. 
With a strong wind blowing, Harry 
puts one foot on the galley floor and 
one upon the edge of the sink, ties 
his pots and pans on the stove and 
cooks up a seven-course meal from 
soup to nuts before I can get the 
plates and tools from the galley to 
the dinner table. This is no mean 
job for me, and several times I have 
landed in a heap, all mixed up with 
plates (metal, thank the Lord!), 
knives, forks and spoons. Being 
clumsy is the one thing at which I 
am 100 per cent perfect. 

At the last moment, on recommen- 
dation of U. S. Consul, a Mrs. Helen 
Sterling of Tangier joined us. She 
spent much of her time working on 
some book she is writing and is not 
going on from here. ‘ 

We set sail from Tangier, Sept. 7, 
at 4:00 p.m., being one day late, due 
to delay in installing an emergency 
water tank on deck. It was a grand 
thrill to finally be on our way with 
approximately 4500 miles to go be- 
fore reaching our next port—Rio. A 
beautiful afternoon, with fine breeze, 
and all the warships in the harbor, 
including English, French, German 
and Italian, saluted us as we left and 
we in turn dipped our flag to them. 
Probably two hours after rounding 
the breakwater and getting on our 
course, we saw a cruiser coming 
upon us in the distance. Soon we 
made the unpleasant discovery that 
it was a Spanish man-of-war, and we 
quickly made sure that our Amer- 
ican flag was quite conspicuous. 
They looked us over very carefully, 
coming quite close, and we finally 
thought it might be a good idea to 
salute them by dipping our flag. 
After a short time, much to our re- 
lief, they gave us a salute, went on 
across our bow and sailed off. A 
more motley looking crew I have 
never seen. This, we think, was the 
same ship on which the crew 
brought all their officers out on deck 
in Tangier harbor sometime before, 
lined them up, shot them and 
dumped them overboard. So you 
can realize that we were very glad 
to see them disappear in the distance. 
This is not a tale, as the U. S. Con- 
sul in Tangier told me they wit- 
nessed the shooting from his home. 

We got the watches organized and 
I was assigned to watch with the 
Skipper. We are on watch for four 
hours, each taking an hour at a time 
at the wheel. The day of 24 hours 
is divided among three watches, so 
that each watch has a total of 8 
hours on during the day. We keep 
same watch, that is, say, 4 to 8 for 
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a week and then change to 9 to 12, 
and the following week 12 to 4. 

After two or three days out the 
Skipper started a class for us all in 
navigation from four to five. Some 
of the crew have dropped out, but 
Charlie Van Sicklen and I are still 
continuing, and were quite proud of 
ourselves when we found we were 


| only three miles out on sighting the 


Brazilian coast. It is most interest- 
ing and the Skipper is a grand in- 
structor. 

We take baths in various ways, 
from throwing buckets of salt water 
over each other to taking a regular 
swim when there is no wind. Some- 


| times we lower the boatswain’s chair 
| off the jib boom; however, I am not 


very keen personally about swim- 
ming at sea, although the Skipper 
claims there is no danger from 


| sharks. Twice after we have been 
| swimming, large sharks have come 





around, probably weighing 700 or 
800 Ib., and it is not a very inviting 
sight to me. We harpooned one, but 
he broke away in no time at all; 
William says because of defective 
wire. Once a week we are permitted 
a bucket of fresh water for a bath, 
which is indeed quite a treat, al- 
though it is surprising how well one 
can do with plenty of salt water 


| and salt water soap. After the rains 


we filled empty tank and had all 
bathing water we wanted. 

The Skipper works with his radio 
every night and is in touch with one 
of our friends on a British cruiser 
in Tangier, also an American cruiser 
in Portugal; but, due to unfavorable 
climatic conditions, is unable to send 
messages to the States. Unfortu- 
nately, this will probably continue, 
but he expects to make arrangements 
with some amateur operators in Rio 
to relay messages for us to the 
States after we have left for Cape 
Horn. 

This is certainly a most wonderful 
ship, and it would be impossible for 
me to tell you how beautifully she 
handles in all kinds of weather. We 


| have not as yet had any really se- 


vere storms, but it is obvious that 
she will stand almost anything. All 
who have seen her agree that she 
will stand Cape Horn weather, which 
is very severe and averages 28 gales 
out of every 100 days, much better 
than many larger vessels. During 
one storm we saw a water spout sev- 
eral miles away—a most interesting 
sight. The nights and days have 
been perfectly wonderful, and I 
have never anywhere seen such star- 
light and moonlight, as well as sun- 
rises and sunsets, together with 
beautiful cloud effects, as we have 
had -continually since getting down 
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near the Equator. Water exception- 
ally blue and unbelievably clear. We 
experimented one day when there 
was no wind, lowering one of the 
feathers I use for fishing as far down 
as we could see it. Measuring the 
line as we brought it up, we found 
we could actually see this small 
feather 126 ft. below the surface of 
the water, and, if there had been no 
ripple at all, we could probably 
have seen it twice as far. 

We take turns acting as mess-boy. 
That means during the day we set 
up the table, serve all the food, clear 
the table, clean it off and sweep up 
the cabins. In addition to this. 
there is a lot of brass to be 
cleaned, always some work on 
deck, such as scrubbing down, han- 
dling sails, turn at the wheel and 
time spent trying to learn naviga- 
tion, etc., so that we are always busy 
and the days pass by before you 
know it. The five weeks to Rio 
seemed but a week to me. We see 
flying fish by the thousands all day 
long, and on moonlight nights they 
fly on board, sometimes making you 
jump when they hit the wheel or the 
compass. We have used them for 
bait for fishing, without much suc- 
cess so far, and also cooked them 
for dinner. They are very delicious 
to eat. 

Up above the Equator we had 
the northeast trade winds, which 
blew us along on our way day after 
day, and for a week or ten days we 
had many calm days with practical- 
ly no wind and much rain. Final- 
ly, when we crossed the Equator, 
we struck the southeast trade winds, 
which were quite strong most of the 
time, and stayed with us until we 


got well over to the coast of South | 


America. 

We had a grand party going over 
the line. The Skipper and Julian 
Howell were the only two who had 
been across the Equator and they 
worked for days in great secrecy on 
their preparations for our initiation 
to the Kingdom of Neptune Rex. The 
Skipper was wonderfully dressed up 
as Neptune, with his trident and 
long hair and beard. He came up 
over the bow and was welcomed by 


Howell, who was dressed up like | 


nothing human. Neptune accused 
each one of us of many wrongdoings 
at sea, to which we replied “Not 
guilty,” to no avail, and one by one 
we were forced to crawl through a 
long canvas windsock, through 
which they poured buckets and 
buckets of water as we were trying 
to get through. The betting was 
very heavy that the fat J. North 
would not be able to get through 
the sock, but my figure has im- 
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proved so that I made it without any 
difficulty and fooled them all, in- 
cluding myself. After that we were 
taken to the barber’s chair and cov- 
ered all over with soap suds, on top 
of which they sprayed flour, making 
a very sweet mess. After that Papa 
Neptune’s helper was kind enough 
to throw a few buckets of water over 
us and we received our diplomas. 
We are now all known as “Shell- 
backs,” why, I do not know, but 
apparently it indicates one who has 
met Neptune Rex and been over the 
line. This was really a grand party 
and we all celebrated afterward by 
opening up a bottle of Mr. Johnnie 
Walker’s best Black Label. The 
Skipper did a great job on the cer- 
tificates, spending many hours let- 
tering one for each of us by hand, 
which I shall treasure as one of my 
valued souvenirs of the trip. 

One morning, on the 17th day out, 
I had quite a thrill. I was on the 
morning watch, 4 a.m. to 8 a.m. 
While the Skipper was down below 
on the radio, I saw what I can only 
describe as a tremendous mound of 
white water, which looked as though 
a large bomb had been exploded on 
the surface. The Skipper came up 
at that time, and I was standing up 
on the wheel-box looking for another 
explosion. He said: “You are crazy; 
go and take a bath.” So he took the 
wheel and I went for the bucket as 
per instruction. I had not even 
reached the bucket when he said: 
“Come here quick and take the 
wheel while I get my moving picture 
camera.” What I had happened to 
see about a mile away was a terrific 
fight between a whale and a black- 
fish. I have never seen anything so 
thrilling in my life. The whale, 
which, of course, weighed many tons, 
would jump clear of the water 15 or 
20 ft., and then come down with a 
tremendous splash. My theory was 
that the whale was trying to get 
away from the blackfish, but the 
Skipper explained that a whale will 
sometimes jump up in the air, com- 
ing down on his enemy and kill it in 
this way. We watched the fight for 
probably half an hour here, there 
and everywhere, all over the ocean. 
Sometimes all you could see would 
be two great tails up in the air close 
together; the next minute you would 
see them blowing in the air possibly 
a mile apart. Unfortunately, after 
the Skipper got his movie camera 
set up, they were never close enough 
to permit taking a picture. Finally 
we lost them in the distance. There 
are, I understand, many whales 
down around Cape Horn, and I hope 
we shall have an opportunity to take 
movies of these deep-sea prize fights, 
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which I can assure you are more ex- 
citing than anything ever staged in 
Madison Square Garden. 

I have not done much of any se- 
rious fishing as yet, as I cannot use 
my heavy equipment until we rig up 
a chair in Rio, with a swivel socket 
with which to hold the rod. How- 
ever, my lack of success in catching 
fish on a small rod has furnished a 
great deal of amusement, and it fi- 
nally reached a point where the 
Skipper bet me a dollar, when we 
were 400 or 500 miles from Rio, that 
I could not catch a fish from there to 
Rio. After that I dragged the line 
religiously every day, and on the 
last day before reaching Rio, while 
painting the deck-house, I was re- 
warded by hearing a call from the 
stern that I had a fish on. I rushed 
down, grabbed the pole and worked 
like the devil for 15 minutes while 
they all took movies and bet as to 
whether the fish was dead or not. 
Finally, after one last heave, I 
pulled up a splendid can of sardines 
and 5 lb. shacklebolt, which they 
had wired on to my beautiful feather. 
After the ceremonies of taking 
movies of this prize fish and con- 
gratulating me were over, I threw 
the line over again and went back to 
my painting, very much disgusted, 
this being our last day’s run into 
Rio. However, in about half an 
hour there was a real hum of the 
reel, which I could hear way up on 


the deckhouse, and this time I knew 
there was something on the end of 
the line, more lively than a can of 
sardines or the kitchen stove. This 
turned out to be a very nice 15-lb. 
tunny fish, which immediately shut 
up the Skipper and all his helpers; 
but I have yet to collect the dollar. 
I understand from Rio on down to 
the Horn, particularly below Buenos 
Aires, there is very wonderful big 
fishing, and hope when we are prop- 
erly equipped we will have a lot of 
fun and excitement and get some 
very good moving pictures. 

On the 36th day out from Tangier 
we picked up the Cape San Thomé 
light at 9 o’clock in the evening, our 
first Land Fall. The Skipper was 
trying to get a sight on a star to 
check our position when the light 
popped out of the ocean, exactly at 
the time, distance and bearing the 
Skipper’s navigation indicated. This 
I consider quite a feat in sailing a 
vessel after 36 days out with several 
landlubbers helping to handle and 
steer the ship. We were all delight- 
ed and thrilled. 

The next morning, the 37th day, 
we had our first look at the Brazilian 
coast, with its lofty mountains, 
which was a sight we shall never 
forget. Shortly after sunrise a 
strong, fair wind came up and we 
felt sure if it held we would sail into 
Rio Harbor before sundown. We 
made even better time, and on the 
most perfect afternoon you can im- 


agine we took many pictures of the 
mountains and islands around Rio 
Harbor, which are beyond descrip- 
tion in beauty, and sailed into the 
harbor at 4:30, one day ahead of 
time—something the “Normandie” 
and “Queen Mary” have never ac- 
complished. At 7:00 p.m. we were 
all what they call snugged-down, 
sails furled and everything in order. 
It was then time for a couple of good 
drinks on deck and a delicious tunny 
fish dinner. I served the Skipper 
with a box of sardines on a shackle- 
bolt well garnished, which he was 
sport enough to eat—and thus ends 
the first chapter of the good ship’s 
cruise from Tangier to San Fran- 
cisco. 

I am having a grand and glorious 
time here. Flew down to B. A. on 
one of the Pan American Clipper 
ships, which are perfectly wonder- 
ful; and the beauty of the great 
mountains all along the coast, the 
coast itself, and occasional high 
waterfalls plunging down the moun- 
tains is something one could never 
even dream of. We left here at 5:00 
a.m. and arrived in B. A. at 3:30 
p.m., a distance of some 1450 miles. 
B. A. is also a very beautiful city, 
but the surroundings do not in any 
way compare with Rio, as you can 
readily see from booklets enclosed. 

We leave about Oct. 25 for the 
great adventure around the Horn. 

Cheerio, 
JouN. 





Palmour Hardware Rebuilds Following Tornado 


the store in a few days. Gifts were 
presented as souvenirs and as an 
extra inducement to come and see 
the new premises. Ten or fifteen 
manufacturers’ representatives 
were there answering questions 
about their: lines of merchandise 
and generally adding to the inter- 
est of the opening days. 

On the mezzanine, which occu- 
pies fully as large a space as the 
main sales floor, is a display of 
agricultural items, including har- 
ness and small implements. A 
type of table especially designed 
by Hayne Palmour, Jr., carries 
the many items wanted regularly 
by the farmers, making it neces- 
sary for them to pass twice 
through the entire sales floor with 
its enticing displays of housefur- 
nishings and other profitable mer- 
chandise. 

Every item, bin and shelf is 
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(Continued from page 36) 


ticketed with neatly printed cards 
or shipping tags, the latter on 
both sides for ready reading by 
customers. They give a complete, 
accurate description and the price. 
This rule obtains throughout the 
store and is one of the best sales 
stimulators. Rural customers, es- 
pecially, are sometimes reticent 


This table, designed by Hayne Pal- 
mour, Jr., is used for the display of 
agricultural merchandise. The cen- 
ter part of the top is built to accom- 
modate small implements. The sides 
carry coulters, points and other ac- 
cessory parts. At the foot of the 
table are bins for still other parts. 


about asking prices and will often 
procrastinate about buying if they 
do not see the price. The tickets 
used by Palmour tell the whole 
story, permitting the customer to 
consider, in his own time, and 
decide for himself, often deciding 
he wants an item enough to pay 
more than he originally intended 
to. These tickets also allow the 
customer to take his time looking 
over items without interfering 
with the progress of business on 
the main floor. 

Gainesville’s population is about 
10,000 and it has cotton mills, 
small business establishments, 
boys’ and girls’ schools, and draws 
trade from an area of some thir- 
teen counties. 

Hayne Palmour, Sr., is proprie- 
tor, his son Hayne Palmour, Jr., 
is general manager, and T. H. 
Paris is retail manager. 


87 








We OPENED w- 
DOOR z 


BUILDERS’ 
HARDWARE 


. with product development such 
as the beautiful Patrician line; and 
product improvement such as brass 
forgings to replace outmoded sand 


castings. 


From coast to coast hardware mer- 
chants were quick to appreciate the 
something new, something better, in 
For these lines 
opened the door to increased profits 
and greater customer acceptance for 


builders’ hardware. 


them. 


We, who created Patrician, 


being increased. 


Your confidence is appreciated. 


a 


a 





LOCKWOOD 


HARDWARE MFG. CO. 


Division of Indeper.dent Lock Co. 
FITCHBURG, MASSACHUSETTS 





are 
pledged to carry on—to continue to 
improve and beautify our products. 
To this end production facilities are 





Scientific Lamp 
Selling 


(Continued from page 43) 


ledo recently bought thirteen at 
one fell swoop for her large house. 

And in college towns hardware 
stores have plenty of opportuni- 
ties. Surveys show that the aver- 
age student lamp found in dormi- 
lory rooms is a disgraceful relic. 
Too many institutions that re- 
member athletics to develop mus- 
cles do not have lighting to help 
conserve eyesight. 

Bit by bit these old lamps are 
finding the ash pile, however. The 
U. S. Naval Academy at Annapo- 
lis has adopted I.E.S. Better Sight 
Lamps for all the dormitory rooms 
of its midshipmen. The Class of 
1936 at Ohio Wesleyan Univer- 
sity, Delaware, Ohio, gave its li- 
brary almost a hundred of the 
lamps as a parting gift. Down in 
Mississippi one of the oldest 
schools in the state, Chamberlain- 
Hunt Military Academy, last fall 
bought I.E.S. Better Sight Lamps 
for all of its dormitory rooms. 

The trend, you see, is there. . . 
to see better with better light. 

The idea now of the campaign 
sponsors has been to boil down 
the scientific “reasons for being” 
of the I.E.S. Lamp so that dem- 
onstrations could be made quick- 
ly by retailers. 

The answer was a kit of mate- 
rial. This supplies the wherewith- 
all for sales persons to make the 
following four simple demonstra- 
tions (as well as others). First, 
the use of two test shades (one 
a certified I.E.S. and another dark- 
lined) to show the amounts of 
light reflected by each. Second, 
an explanation of the absence of 
glare from an I.E.S. Lamp in com- 
parison to the glare from an or- 
dinary lamp, by taking both 
shades off. Third, a “hand and 
shadow” test beneath an I.E.S. 
Lamp and an ordinary one to 
show the quality of light of the 
first lamp. Fourth, a black and 
white thread comparison test on 
the black and white blocks of a 
special table mat; this’ demon- 
strates that more light makes see- 
ing easier. 

In the kit, making these dem- 









A Sanette Deluxe 
Feature that 
Helps Make This the 


FASTEST-SELLING 
Quality Step On Can 








Heavy, balloon-type rubber 
silencing ring, firmly se- 
cured to the new Sanette 
Deluge streamlined ‘‘Turret- 
top’’ cover, assures quiet 
closing and effectively seals 
in odors 


Other exclusive features are 
patented inner seal ring 
(prevents scraps falling be- 
tween outer container and 
inner pail) and rubber feet 
that prevent marking of 
oor. 


The Standard Sanette is 
selling in greater volume 
than ever through the hard 
ware trade. It steadily pays 
high gross profits. Four 
sizes; four colors. 





There are Sanettes made ex 
elusively for Dentists, Doc 
tors and Hospitals. 


MASTER METAL PRODUCTS, Inc. 
321 Chicago St. Buffalo, N. Y. 
In Canada: Fort Erie, Ont. 


Sanelle Deluxe 


KITCHEN REFUSE CONTAINER 


“STRONGHOLD” 
PLUG 
The ‘‘non-split'’ 


an 
""indestructible"’ 
Fibre Screw Anchor 
with the 
COPPER WIRE 


Made of long-fibre hemp 
braided, interwoven and 
reinforced with Copper 
wire. Holds securely in 
any material, concrete, 
brick, plaster, etc. All 
sizes. Distributors and 
Representatives wanted. 


Industrial Co., Inc. 
NEW YORK 

















PALATINE 
111 FIFTH AVE. 


ALLWAY 
Handy Saw 


New, rapid 25 ct. 
seller. Cuts tubing, 
bolts, pipe, bone, 
lath. Cuts in any 
position. Saws are 
tungsten steel, with 
flexible backs and 
unbreakable han- 
dles. 6 complete 
saws on card —6 
extra blades. 24 
ecards in carton. 
ULTRA MFG. CO. 
New York, N. Y. 
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CLASSIFIED 
OPPORTUNITIES 


Turn to Page 110 
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“ROTABIN” 
ROTATING NAIL BINS 


No. 445 WITH SCALES 
(Upright type) 


Are your customers satisfied? 
Do they get real service? 


Everyone that enters your establish- 
ment is a user of nails. Installing 
“ROTABIN” will assist you in secur- 
ing profitable business. ‘““ROTABIN” 
affords open display, economy of space, 
convenience, accessibility, saving of 
time, steps, nails and money. Enables 
you to give splendid service, speed up 
sales on nails and suggests other large 
profit items. “ROTABIN’” has many 
exclusive features, offers splendid ad- 
yeasaoes and opportunities. Send for 
older. 


THE FRICK-GALLAGHER MFG. CO. 
WELLSTON OHIO 

















TREEKOTE 


PRUNING 
COMPOUND 


Possesses all fhe essential 
elements necessary a 
preparation to properly pro- 
tect pruning wounds. May 
be used for grafting. Is 
applied cold and checks 
weathering and _ prevents 
growth of bacteria. Not af- 
fected by heat or cold after 
applied. Easy and co- 
nomical to us. 
Write for Prices 


aus EC i Walter E. Clark & Son 


3 Milford - Box 10 - Conn. 











KEY BLANKS 


OF EVERY DESCRIPTION 





Catalogue on Request 


GRAHAM MFG. CO. 


Dept. W. 
Derby, Conn., U.S. A. 
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\aiL CLIPPER/ 


The “Gem Junior” 


log price sheet. 


The H. C. Cook Co. 


Ansonia, Conn. 


FEBRUARY 25, 1937 


An_ eye-pleasing streamline 
clipper with keen, hardened 
cutting jaws and_ efficient 
file and cleaner. Colorful 
counter card displays one, 
stores eleven. Retail, 25¢. 
At jobbers’. Send for cata- 





onstrations easily possible are: 
the light meter, the two test 
shades, a table mat for demon- 
strating amounts of light needed 
at various distances from the lamp 
and also used for the thread dem- 
onstration. A booklet for the mer- 
chant tells how to operate a local 
campaign. A lamp primer explains 
the demonstrations to the sales 
person. Two mats of newspaper 
ads are enclosed for local tie-in. 
For windows and store use there’s 
a 48-in. window display without 
a manufacturer’s identification 
mark, bright green pyramid cards 
with short sales messages for coun- 
ter use, and a table chart pointing 
out the many advantages of the 
lamp. Also in the kit is a direct 
mail folder and suggestions for 
local newspaper publicity. 

The entire kit is available from 
any I.E.S. Lamp manufacturer at 
a nominal cost. 


Spring Sporting 
Goods 


(Continued from page 32) 
for many of your regular cus- 
tomers, especially those whom 
you know personally, to tell 
them about the new things you 
have. 

As for your circular letters, 
forms of which we are suggesting 
for you, plan the mailing date 
so that letters will be received 
the day that your store display 
begins. And in mailing, use to 
best advantage whatever booklets 
or other literature your manufac- 
turers offer for the purpose. 


To Club Members (Country Clubs 
or Local Athletic Clubs) 


I guess you are just as pleased as [| 
am that winter has gone and we can 
get outdoors again and enjoy a little 
fresh air and sunshine. 

Whatever your “hobby,” we can sup- 
ply your needs and particularly request 
your consideration of the following: 


Fishing Equipment 

Golf Clubs, Bags, Shoes, Balls 

Tennis Rackets, Balls, Nets, Shoes 

Boating Supplies and Equipment 

Guns, Ammunition 

Baseball Bats, Balls, Gloves, 
Uniforms 

Archery Supplies 

Swimming Suits 

Track Shoes, and Suits 


Drop in some day and look over our 
complete stock and let Bob Smith show 





















CUSTOMERS NEEDING NEW EVER GREEN 
BUY MORE IF IT’S OUT WHERE SEEN 


THIS NEW DISPLAY ATTRACTS THE EYE, 
MAKES IT EASIER FOR THEM TO BUY 





PUT IT ON YOUR COUNTER NOW, 
WATCH YOUR SALES GO UP—AND HOW! 


You’re getting a new powerful 
eye catching display for the spray 
florists okay — New Ever Green. 
The carton is new, the arrow card 
is new, the product is the same 
reliable insecticide with guaranteed 
killing power used and recom- 
mended by florists and home gard- 
eners everywhere. You can safely 
tell your customers that when 
sprayed it kills the common varie- 
ties of chewing and sucking insects 
that destroy plants and flowers, 
but will not harm plants, pets, or 
people. For displays or infor- 
mation, write McLaughlin Gormley 
King, Minneapolis, Minnesota. 


DISPLAY...NEW 


EVER GREEN SPRAY 
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COMPARE ANALYZE CHOOSE 


There is a good reason for every 
number in these two lines. That is 
why every item will sell. They are 
not old patterns dressed up with a 
chremium finish, but new, up to 
the minute hardware designed espe- 
cially for present need and demand. 


Your customers will like the 
heavy substantial feel of the 
cast pulls and the moderate 
prices. Note them below. 


There is no charge for the display 
panels. 





No. 6PC Assortment 


One-half dozen of each item retailing at 
15c for a pull to 35¢ for the concealed 
latch. Total retail value $14.10. 





No. 4PC Assortment 


One-third dozen of each item retailing 
at 8c for the latch to 50c for the brass 
hinges. Total retail value $11.12. 


Slightly higher in far west 


ASK YOUR HARDWARE JOBBER 


AMERICAN BRASS GOODS CO. 
Grand Rapids, Michigan 
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you the items you need this spring to 
start you off to a good season. 


To Local Athletic or Industrial 


lubs 


City Athletic Club 
pO) ee 
Dear Sir: 

When you are ready to buy your 
baseball equipment, I want you to let 
me show you what I can do for you. 

I believe that our store can offer you 
an attractive proposition. 

You can examine each article and 
know exactly what you are buying, and 
you can take your order with you and 
not risk the nuisance of long delays. 

aa will be glad to 
help you select your assortment and 
help you organize your Spring Schedule, 
as he is familiar with your needs and 
knows the managers of all local and 
nearby organizations. 


Letter to Fishermen 


What a relief that winter is over and 
pretty soon the fishing season will open. 

I guess you already have your flybox 
and rod and other equipment out and 
know just about what you need for this 
season. 

When you are in our neighborhood, 
drop in, and look over our new stock 
and let Bill Jones help you select your 
flys, lines or other supplies. 


We would particularly like to demon- 
ee , as described in 
the enclosed circular. ~ 

Everything we sell is the best for the 
money, and the manufacturer’s guaran- 
tee is backed by me personally. 


Letter to General Householders 


Beet TRS... oitaees 

We have many interesting new things 
in the line of sporting goods for chil- 
dren which we would like to invite you 
and your children to come in to see. 
We have arranged a special department 
for sporting goods, with Mr. .......... 
in charge. There is a green for practic- 
ing golf putting, which we believe the 
children would enjoy seeing and trying 
out themselves. 

In addition to the children’s golf sets, 
we have tennis supplies, roller skates, 
swimming supplies, bicycles and tri- 
cycles. 

If you are unable to come in yourself, 
but would like further information by 
telephone, please call us. And if you 
can send the children down, Mr. ...... 
will be glad to supervise them in trying 
out the golf putting. 

Sincerely yours, 


Note: In the instance of good cus- 
tomers, where you have personal con- 
tact, make the above suggestion by 
telephone. 





Iowa Convention Report 


(Continued from page 58) 


Association, Milwaukee, Wis., dis- 
cussed consumer cooperatives. 

Pointers on getting the name on 
the dotted line were given by Harry 
Boyd Brown, national merchandising 
manager of the Philco Radio and 
Television Corp., Philadelphia, Pa. 
in his talk “How to get an adventure 
out of retail selling.” 

“People are scared to death of 
contracts, but they love to get re- 
ceipts,” Mr. Brown ‘said, explaining 
in rapid fire delivery how salesmen 
may keep customers in a pleasant 
mood while making out the part 
payment contract. “The better way 
is to make out a receipt for the down 
payment and hand the customer a 
receipt while you make out the con- 
tract,” he stated. 

Jack Shelley, commentator of the 
Associated Hardware Wholesalers of 
Towa told “How the Hardware News 
Broadcast is Produced.” G. W. 
Sulley, Merchants Service Bureau of 
the National Cash Register Co., 
Dayton, Ohio, spoke on “How Can 
I Sell More Merchandise,” and 
Frank G. Herman, Furblo Co., 
Hermansville, Mich., spoke on “How 
Can Hardware Retailers Sell Air 
Conditioning.” 

Harry Jacobs of Davenport, ad- 
vanced from the position of vice- 
president to president, and Frank 


Rodgers of Ames was elected vice- 
president. Philip R. Jacobson re- 
mains as secretary-treasurer. New 
members of the Board of Directors 
were J. A. Van Ness, elected for a 
three-year term, and Chas. Chicker- 
ing of Waterloo for a one-year term 
to fill unexpired terms of C. Ben 
Bjornstad of Spencer and Jack 
Keumfel of Guttenburg. 

The work of the association in 
building good will for the home- 
owned hardware stores was com- 
mended in the resolutions passed by 
the association. A strict policy of 
credit business was recommended. 

The association also voiced the 
opinion that if retail confidence is 
not to be voided and the wholesaler- 
retailer system disrupted, those 
wholesalers who have overstepped 
their trade functions and obligations 
must promptly revise their policies 
and confine their efforts to selling 
for resale. 

The association passed a resolu- 
tion urging employers to discontinue 
the buying of articles for their 
friends, thus losing millions of dol- 
lars of business volume that should 
go through retail channels. 

A vaudeville show and dance fea- 
tured the social events of the meet- 


ing. 
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CHAINS 


for FACTORY 
FARM 
HOME 
SHOP 


Your Chain Stock is not 
complete without these 
year-’round sellers 


@ Any hardware dealer who hopes to maintain sales volume 
and profits during 1937 will certainly need to supply customers’ 
requirements for chain. And among the most important chains 
to handle are Elwel Coil Chain and Elwel Machine Chain. Used 
for a wide variety of purposes, both are purchased the year 
’round. 

Here are just a few of the many uses for which you can sell 
Elwel Coil and Elwel Machine Chain: repairs to farm equip- 
ment, machinery and harness; mooring small boats; tail gate 
chain on wagons and auto trucks; windmill chain; counter- 
weight chain; for supporting shelves, pipe lines and similar uses; 
as keeper chain for fastening various articles such as doors, 
hydrants, caps; as a barrier or enclosure chain for safety. 

Furnished bright finish, unless otherwise specified. Smaller 
sizes packed 100 ft. in sturdy, neat cartons. 

Check your chain stock—order from your jobber. 


AMERICAN CHAIN DIVISION 


AMERICAN CHAIN & CABLE COMPANY, Inc. 
BRIDGEPORT, CONNECTICUT 
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In 1937 
The Fastest Selling 





White Mountain 
(Triple Action) 
Sizes 1 to 25 qts. 
inclusive 


Will Be 
As Usual 





Arctic 
(Single Action) 
Sizes 1 to 20 qts. 
inclusive 





Mt. Washington M 0 LU nta i rr 


(Single Action) 


Illustrating 3, 4 and 6 4 
qt. sizes i n e 
The 2 qt. size is of lighter 


and special construction 
Be Prepared! 
Your Jobber is fully 
supplied 





The 


White Mountain FreezerCo. 


Inc. 
Nashua, New Hampshire 














Junior 
(All Metal) Send for Complete 


2 qt. size only Catalog 
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THE 


reenlee 








" Setfast 


EXPANSIVE BIT 


Any customer having a more or less 
limited number of holes to bore in various 
sizes is a good prospect for the Greenlee 
Setfast Expansive Bit. Not only will you 
save him money by selling him one, but 
you will increase his faith in your judg- 
ment and in your merchandise. 





A Screw Driver and the 

Thumb quickly set the 

Cutter for the size of 
hole to be bored. 


Here is a tool that is quickly set to size by 
turning the adjusting barrel with the 
thumb, after the eccentric lock has been 
loosened by a quarter turn with a screw 
driver. It is quick and easy, and the 
cutter always stays locked. 

In addition to this feature, this bit is made 
with a wide, open throat, or chip channel, 
which eliminates clogging and permits un- 
interrupted boring. Let us tell you more 
about it. 


GREENLEE TOOL CO. 


Rockford, Illinois 


1715 Columbia Ave. 
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Two Lines of Business 


(Continued from page 38) 


missed a dividend for years and 
years. They have always made 
money. 

Now the point I wish to make 
is that the drug trade, both whole- 
sale and retail have been per- 
meated from top to bottom with 
this idea of waiting for the de- 
mand to come. They will not take 
up and push an item unless it is 
advertised. They are standing 
around in their stores waiting for 
business to come, instead of cre- 
ating business. You may be aston- 
ished to know that in New York 
City today 65 per cent of the 
retail drug dealers are only sold 
on a C.O.D. basis. Most of them 
have no credit and they have no 
credit because they have made no 
profits. Of course they are blam- 
ing everybody else because they 
have no profits. 

A certain advertising concern 
in New York decided to make a 
test of how toothbrushes are sold. 
Certain toothbrush manufacturers 
did a lot of national advertising. 
This advertising concern had a 
man visit some 100 retail drug- 
gists and when he went in the 
store he simply went up to the 
clerk and said: “I would like to 
buy a toothbrush.” In 75 per cent 
of the cases the clerk came back 
with: “What brand do you want?” 
Then this investigator called for 
a nationally advertised brand and 
asked for a cut, price. In the ma- 
jority of cases the clerk sold them 
this brand at a cut price. No 
effort whatever was made to sell 
any other toothbrush, at a satis- 
factory profit. 

The only hope for the drug 
trade is to compel them by law to 
make a profit. Probably some of 
our new fair trade laws may ac- 
complish this result. Most whole- 
sale druggists in my judgment, by 
reason of their ridiculous ideas 
of selling, are trying to commit 
industrial suicide. 

Now allow me to turn the 
searchlight of my observation on 
the hardware trade. I have painted 
a rather gruesome picture of the 
drug business. The hardware 
trade, as I have said above, is 
just a few jumps behind the drug 


trade. Already I see signs among 
hardware jobbers and retailers of 
the philosophy that the manufac- 
turer should sell the goods, and 
their function is simply to have 
them on hand. In years past, 
hardware jobbers, retailers and 
salesmen have done a splendid 
job of actually selling goods. The 
jobber would take on a new line, 
advertising or no advertising. He 
would persuade or force his sales- 
men to push this line. The sales- 
men, however, needed little ham- 
mering because they had been 
trained in the hardware line to 
sell goods. They sold the goods 
to the retailers. They persuaded 
the retailers and their clerks to 
display the goods and actually 
did a selling job. Therefore, tak- 
ing it upon the whole, the hard- 
ware business has been far more 
prosperous and more profitable 
than the drug business. A very 
large proportion of retail hard- 
ware dealers are making money, 
and a large proportion of the 
jobbers are making money. This. 
in my judgment, is simply because 
they have done a selling job. 

In conclusion, let me hang out 
this warning. I see indications 
that the hardware trade, the job- 
bers, their salesmen and the re- 
tailers, are becoming inoculated 
with the “sitdown” idea of the 
druggists, that their job is just to 
deliver goods when called for, 
and not to sell anything them- 
selves. 

When enough hardware men 
get this idea, the hardware busi- 
ness will be in the same condi- 
tion as the drug business. 


Superfex Booklet 


Twenty pages—illustrates five models 
of Superfex refrigerators, with capac- 
ities ranging from 5 cubic feet to 8 1/3 
cubic feet. Perfection Stove Co., 7609 
Platt Ave., Cleveland, Ohio. 


Door Check Folder 


Describes and _ illustrates Corbin 
screen door checks; Model No. 0 for 
heavy doors; No. 21 for medium doors, 
and No. 18 for light doors. P. & F. 
Corbin, New Britain, Conn. 
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° ver the Counter 


and On the Wall! 





A fast-worker, in the way it eats up dirt and 
the way it runs into profitable sales figures. | 
CLIMAX does a quick, clean job on painted | 
or papered walls—gets the dirt the first time | 
over. A buying preference of 37 years’ stand- | 
ing means that millions of women will accept | 
NO other brand. Why experiment with | 
little-known cleaners, on which you are | 
promised a bigger profit margin—but which | 
actually earn you more GRIEF than profit? | 


Take advantage of this tremendous confi- 
dence in CLIMAX, supported by consistent 
National Advertising. Stock and display 
CLIMAX, the reliable, waterless home 
Cleaner—in your store. You will find that it 
OUTSELLS (as it OUTPERFORMS) | 
ordinary cleaners—and still brings you the | 
top price! 





Climax always comes in the BLUE can. 
Priced right to sell profitably. Free counter 
and window displays. Order early. 


THE CLIMAX CLEANER MFG. CO. 


Cleveland, CHD. 


FEBRUARY 25, 1937 





Here is a brilliant 
new leader for profit 
minded dealers! 
The new Evinrude 
Scout weighs only 
15 pounds... runs 1! hours 
on a single quart of fuel... 
drives good sized boats up to 
5Y, miles an hour... . and is 
priced at only $44! Again 
Evinrude has vastly expanded 
the boating market . . . now, 
more than ever before, the 
purchase of an outboard motor 
becomes a_ swift, across-the- 
counter sale! Desirable dealer 
territory still open—write to- 
day for full information on 
the Evinrude dealer franchise! 


EVINRUDE MOTORS 
5097 N. 27th St., Milwaukee, Wis. 


EVINRUDE MOTORS of Canada 
Peterboro, Canada 


rs EASY to seu 
ONE HAND wowie 


In every community there are scores of prospects 
ready to “sign up” after a single demonstration of 
the fascinating ease and speed of Evinrude one-hand 
power mowing. Lawn-Boy cuts an 18” swath, has 
exclusive one-hand start-stop control, free wheeling, 
rubber tires, 4-cycle motor, many other features. 

Cash-in on the mounting demand 
$110 for power mowers—write today 

for full particulars on the Lawn- 
0.B 

























F.0.B. Boy dealership. 6th successful 
Milwaukee year, 


EVINRUDE 


[AWN-Boy 


POWER MOWER 
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POULTRY NETTINGS 
SUPERIOR 





Deaters everywhere 
are quick to recognize the outstanding 
selling features of U. S. STRAITLOK and U. S. 
HEXLOK Poultry Nettings. Made with the per- 
fect LOCK-TWIST Weave, these modern fabrics 
are more uniform, more rigid, more satisfactory 
in every detail. They roll out flat; cut easily and 
without waste; stretch perfectly; give longer, 
more economical service; build repeat business. 


U. S. STRAITLOK is made in one-inch mesh, 
No. 20 gauge; and in two-inch mesh, Nos. 19 
and 20 gauges; Galvanized Before or After Weav- 
ing; standard widths from 12 to 72 inches. 


U. S. HEXLOK is available in all fast moving 
widths and weights, Galvanized Before or After 
Weaving. The one-inch mesh comes in Nos. 19 
and 20 gauges; the two-inch mesh in Nos. 16, 
19 and 20 gauges; the 124 inch mesh in No. 16 
gauge. 


All wires are COPPER-BEARING Steel. 


Ask your jobber or write for further information 
about these superior nettings! 


INDIANA 


STEEL & WIRE CO. 


MUNCIE INDIANA 








Dennis A. Merriman Receives 
Award 


(Continued from page 51) 


Vice-President and for three suc- 
cessive terms, from 1926 to 1929, as 
President of the Association. Since 
1929, Mr. Merriman has continued 
his activity on behalf of that organi- 
zation as a Member of the Advisory 
Board. 

“The American Iron & Steel In- 
stitute has also availed itself of the 
services of Mr. Merriman. He was 
a member of the Commercial Com- 
mittee of that organization and dur- 
ing the period of the NRA, policies 
surrounding the distribution of 
nails and wire products in all parts 
of the United States were deter- 
mined by a Committee of which he 
was the Chairman. 

“These worthwhile accomplish- 
ments and his admirable qualities 
have placed Mr. Merriman high in 
the respect of those who have been 
privileged to know him and he can 
truly be considered as one of the out- 
standing leaders in the industry.” 

Responding to the reading of the 
scroll by Mr. Chandlee, Mr. Merri- 
man spoke, in part, as follows: “All 
my life has been spent in associa- 
tion with wholesale hardware dis- 
tributors and manufacturers of 
products sold to the hardware trade. 


During all these years it has been 
my constant effort to promote mu- 
tually satisfactory conditions for 
both producer and distributor. The 
wholesale hardware distributor is an 
important factor in the general 
scheme of mechandising these prod- 
ucts. He has earned and maintained 
his position because of the service 
he performs and the value of his 
service cannot be overestimated. In 
my opinion his position instead of 
becoming impaired will be strength- 
ened in the years to come. We have 
all been through many periods of 
trial, worry and distress. The most 
recent one is disappearing, for 
which we are all thankful and hope 
it will soon be only a memory. The 
outlook for the future looks bright. 
In whatever way I may be able to 
help the hardware distributors and 
manufacturers—it will be my con- 
stant desire and pleasure to carry 
on for their benefit, success and 
prosperity.” 

The Hon. Wright Patman, Repre- 
sentative from Texas, then outlined 
the principles of the Robinson-Pat- 
man Law for which he was co-spon- 
sor. 





CONVENTION CALENDAR 


Associated Pot and Kettle Clubs 
Annual Convention, Hotel Gearhart, 
Gearhart, Ore., June 25 to 27 inclusive, 
1937. J. M. Robertson, secretary- 
treasurer, 4725 District Blvd., Los An- 
geles, Cal. 

The Retail Hardware Association of 
Alabama annual convention and exhibit, 
Tutwiler Hotel, Birmingham, Ala., May 
4 to 6 inclusive, 1937. J. H. Crowe, 
secretary, 410 N. 21st St., Birmingham, 
Ala. 

Connecticut Hardware Association, 
annual convention, Hotel Elton, Wa- 
terbury, Conn., March 3 and 4, 1937. 
Charles F, Freeman, secretary, Bran- 
ford, Conn. 

The Hardware Association of the 
Carolinas, 33rd annual _ convention, 
Winston-Salem, N. C., at place to be 
later designated, June 8 to 10 inclusive, 
1937. Arthur R. Craig, secretary, 803 
Commercial Trust Bldg., Charlotte, 
N.. <. 

Eastern Hardware Golf Association’s 
Third Annual Tournament, Buckwood 
Inn, Shawnee-on-the-Delaware, Pa., May 
20 to 22 inclusive, 1937. H. L. Gillian, 
secretary, Care Wood Shovel & Tool 
Co., 50 Church St., New York City. 

The Louisiana Retail Hardware & 
Implement Association convention, Alex- 
andria, La., May 17 and 18, 1937. Head- 
quarters hotel to be announced at a 


later date. A. H. Aucoin, executive 
secretary, 336 S. Rampart St., New 
Orleans, La. 

New England Hardware Dealers’ As- 
sociation, 44th annual convention and 
exhibition, Hotel Statler, Boston, Mass., 
March 10 to 12 inclusive, 1937. Guy 
C. Small, secretary, Room 225, 140 Fed- 
eral St., Boston. 

Southern Hardware Jobbers’ Associa- 
tion, 47th annual convention jointly 
held with American Hardware Manu- 
facturers’ Association, 74th semi-annual 
convention, Hotel Roosevelt, New Or- 
leans, La., April 19 to 22, inclusive, 
1937. Secretary Manufacturers’ Assn.: 
Chas. F. Rockwell, 342 Madison Ave., 
New York City. Secretary Jobbers’ 
Assn.: T. W. McAllister, 1020 Grant 
Bldg., Atlanta, Ga. 

Triple convention of the Southern 
Supply and Machinery Distributors’ 
Assn., the American Supply and Ma- 
chinery Manufacturers’ Assn., and the 
National Supply and Machinery Dis- 
tributors’ Assn., New Peabody Hotel, 
Memphis, Tenn., May 10 to 13 inclusive, 
1937. Secretary, National Association: 
H. R. Rinehart, 505 Arch St., Phil- 
adelphia, Pa. Secretary, American As- 
sociation: R. Kennedy Hanson, 916 
Clark St., Pittsburgh, Pa. Secretary, 
Southern Association: Alvin M. Smith, 
c/o Smith-Courtney Co., Richmond, Va. 
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Check the uems you want and rn n ve today. Offer lasts @ short time only 
WINDSOR SAUCE 6-Qt. SAUCE POT 
PAN SET Dome cover and heavy handies 
1Q% Qe 20. Ne Me 
SPECIAL $1.19 SPECIAL $1.09 SPECIAL $1.19 
Regular Price $1.50 Regular Price $1.40 Regular Price X45 
Extra stromy—keep their shape Longer wear and better coffee. Don't anise seeing this. 
COMBINATION 142 Qt. DOUBLE 
COV'D. SAUCE PAN BOILER 
and FRENCH FRYER egaans de Se 


SPECIAL $1.19 
Regular Price $1.50 
Many uses for this set. 


SPECIAL $1.19 
Regular Price $1.50 
Sanitary construction, long wear 




















8-Cup PERCOLATOR 


Leak -prool welded spout : 
a5 No-burn handle Heavy evel hail 
SPECIAL $1.15 SPECIAL $1.19 gf 


Regular Se 
Bestitul dome cover design 


6-qt. COV'D,- KETTLE 


“. STREAMLINE 
~ KETTLE Extra strong wabe— 


- 


Regular Price $1.45 














om and that’s why it lasts so much longer than the 
“« kind you're proud w have in your kitchen 


Feature 
This March Bete 
Housefurnishing Special 


When spring buying starts, be ready with these 
Buckeye “Real Solid” specials. Every utensil is 
unusual value in quality, workmanship and price. 
You make your regular profit and your customers 
get a 20% saving on these guaranteed aluminum 





utensils at these special prices. 


We'll cooperate to make your sale a success by 
furnishing you circulars similar to the one shown 
here, imprinted with your name and without 
charge. 


THE BUCKEYE ALUMINUM CO. 


ATREMENDOUS SELLER / 


RETAILS 
FOR 


$4.39 





WHAT IT DOES!—Shells a pound of 
lima beans or peas in two minutes. 
Slices a pound of string beans in 
the same length of time. 


IVS SPEED IS AMAZING!—It takes 
| @ few seconds to change from 
slicing to shelling. The slicing at- 
tachment will slice the whole solid 
vegetable kingdom into thin, attrac- 
tive shoestring shapes. 














THE NEWEST 
ano FASTEST SELLING 
KITCHEN TOOL 
ON THE MARKET 


> PRICED RIGHT 
HANDSOME PROFITS 


a Ast spring Vaughan _intro- 

duced a Pea Huller and Bean 
Slicer in one eastern metropolitan 
market. Although it retailed for 
$1.98—more than 30,000 were 
sold within 5 months. 


NOW—you can feature this new and 
improved Vaughan model for $1.39 
RETAIL. IT'S A WINNER! A real 
value for your customers—a _ real 
profit producer for you. There's 
nothing else like it. 


Designed by one of the country's 
foremost artists—as modern as a 
streamlined train. Made of the 
finest materials. Expert workmanship 
and finish. 


EASY TO DISPLAY! 

EASY TO SELL! 

EASY TO USE! 

WILL MAKE A FINE CHRISTMAS 
GIFT NUMBER! 


Be the first in your community with 
this sensational new item. Send for 
information on No. 550 individually 
packed in two-color display box. 
Weight 2 Ibs. each. 


Vaughan's 
SAFETY ROLL, JR. 
and Other 
Popular Numbers 


Cash in on the demand 
for Vaughan's Famous 
Sales Leaders. For 25 
years high quality, uni- 
formity and sustained na- 
tional advertising has 
caused a consumer prefer- 
ence for Vaughan's prod- 
ucts. Popular priced... 
retailing for 5c... 1c 
-.and 25c ... and they 
pay you a good profit. 
You can build a profitable 
business with these nation- 
ally advertised leaders. 
Send for information and 
prices. 





VAUGHAN NOVELTY MFG. CO., Inc. 
Wooster, O. 


“Good Aluminum Utensils Since 1895” 


“WORLD'S LARGEST MANUFACTURER OF CAN OPENERS” 
3211-25 CARROLL AVE.—CHICAGO,, ILL., U.S.A. 
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Now is the Time 
to Stock NORCROSS! 


The home gardening season is al- 


most at hand.. 
in many sections. 
. with returning prosperity . 


. already arrived 
This season 


the consumer demand for new 
garden tools will be heavier than 


for many years. 
for the Spring rush... 


So, be prepared 
order a 


full NORCROSS assortment from 


your wholesaler and do 


without delay. 


For nearly half a century the 
NORCROSS trade-mark has 
stood for the utmost in quality, 
design, workmanship and finish. 
And the BUSHNELL lower- 
priced line offers the Indepen- 
dent Hardware Dealer an op- 
portunity to meet low-price 
competition with superior qual- 
ity equipment. 


it 


Write us for catalog and the name of 
your nearest wholesaler selling the 


NORCROSS and 
brands. 
only by “Independents”. 


BUSHNELL 
And remember—they'’ie sold 


Cc. S. NORCROSS & SONS 


Bushnell Illinois 


Members American Institute 
of Fair Competition 


Quality Garden Tools 





Since I89I 








Emphasizing the profit making 
possibilities of selling some “big 
ticket merchandise,” V. F. Hannon, 
Barlow & Seelig Mfg. Co., Ripon, 
spoke on the subject, “How I Can 
Sell More Major Appliances.” He 
advised dealers to study local pref- 
erences for different major appli- 
ances lines to determine which are 
sold at prices which are popular in 
a community and which lines have 
the features desired in that section. 
Dealers, whose customers want to 
buy these lines on deferred payment 
plans, should make such terms avail- 
able, handling the paper themselves 
or turning it over to a finance com- 
pany, whichever the prefer. It is 
necessary to have a selling plan 
determined before entering the field 
and a good mailing list is required 
for sending out manufacturer’s pro- 
motional material. Prospects for 
“big ticket merchandise” must be 
followed up quickly if a sale is to 
be made. 

Five merchandising points were 
outlined by Rivers Peterson, editor. 
Hardware Retailer, Indianapolis. 
Ind., who spoke on, “What Are the 
Facts About Merchandising?” The 
points were: intelligent buying, cor- 
rect pricing, sales planning, aggres- 
sive sales promotion and effective 
equipment and service. What a 
hardware dealer has done in one de- 
partment is what his competition has 
done in all departments. Intelligent 
buying is having the right merchan- 
dise at the right time in the right 
quantities, at the right price. Em- 
phasizing that dealers must have 
what consumers want instead of 
what they ought to have. he said 
that some mark-ups should be above 
the average dealer wants to make, 
while others should be below the 
average he desires. Some _ lines 
should have the average mark-up 
desired. 

Retail salesmen, who sell to con- 
sumers. are the only real salesmen 
in the hardware business. Ralph W. 
Carney, Coleman Lamp & Stove Co.. 
Wichita, Kan., told the convention 
in his address, “How Good Are My 
Salesmen?” Instead of selling a 
customer only what he comes in for 
there is the need for selling related 
lines of merchandise. “A sale,” he 
held, “is made when a customer goes 
out of the store with more goods of 
better quality than he expected to 
buy when he went in. Sales clerks 
in hardware stores need, said Mr. 
Carney, to be sold on their jobs as 
they can “make or break” a store. 


Wisconsin Convention Report 


(Continued from page 59) 





Executive Secretary Lewis read the 
State association’s financial report 
and announced that up until the time 
of the banquet the night before, 
there had been 2075 registrations at 
the convention. Mr. Lewis outlined 
the activities of the association and 
its staff during 1936. 

E. J. Malloy, secretary, Wisconsin 
Wholesale Food Distributors, Mil- 
waukee, spoke on, “How Can We 
Best Meet the Threat of Consumer 
Co-operatives?” citing the growth 
of such movements in this country, 
there being 6600 of these groups at 
present in the United States. There 
are, he said, many churches in Wis- 
consin which are advocating con- 
sumer co-operative movements. 
Through the co-operation of inde- 
pendent retail dealers in all lines of 
trade, consumer co-operatives can 
be forced to pay the same taxes as 
the independent dealers pay, he said. 
Dealers were urged to make up their 
minds as to what people want and 
to determine how to give them what 
they want. 

All the laws on the statute books 
will not guarantee a dealer a profit. 
nor can those laws force him to 
make a profit, said L. H. Buish, Na- 
tional Cash Register Co., Dayton, 
Ohio, speaking on, “How to Manage 
a Business Profitably.” Using 
charts, in his address, he urged 
dealers to plan their activities as to 
desired profit, volume, capital in- 
creases, stock turnover and expenses. 
The best way to get more business 
is to deserve it, he declared, and it 
is up to the dealer to decide whether 
he wants volume, profit or a profit- 
able volume. 

Resolutions offered by George J. 
Dickof, Marshfield, retiring secre- 
tary-treasurer, and chairman of the 
resolutions committee included a 
memorial to the late P. J. Jacobs. 
Another advocated amendments to 
the tax on undistributed earnings to 
permit corporations with seriously 
depleted surpluses to restore their 
reserves to a normal point and to 
permit expansion of small corpor- 
ations to some reasonable degree 
before they would be taxed on their 
surplus earnings. 

R. I. Baumann, Phillips, was 
elected president, succeeding Theo- 
dore Suennen, Hudson. George J. 


Dickof, Marshfield, retiring secre- 
tary-treasurer, is the new vice-presi- 
dent and Edgar Kroner, LaCrosse, 
is the new secretary-treasurer. H. A. 
Lewis, Stevens Point, is executive 
secretary of the association. 


Mem- 
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STRIKE OUT 
FOR MORE BUSINESS 


NOW! 


USE- 


Lists That Bring Maximum 
Success To Your Direct Mail 
Sales Promotion Advertising 
And To The Personal Sales 
Contacts of Your Salesmen 


We can supply you with 
the following lists :— 


1357 Outstanding Major Hardware Retailers 
whose sales exceed $50,000.00 Annually. 
For $15.00 


10986 Major Hardware Retailers whose sales 
exceed $30,000.00 Annually. 
For $6.00 per M. 


6415 Hardware Retailers whose sales are 
$20,000.00 to $30,000.00 Annually. 
For $6.00 per M. 


15984 Hardware Retailers whose sales are less 
than $20,000.00 Annually. 
For $6.00 per M. 
33385 Hardware Retailers (Complete List). 
For $4.50 per M. 


1043 Department Stores handling Hardware 
and Housefurnishings. For $6.00 per M. 


ALL LISTS ARE COMPILED IN LOOSE LEAF 
LIST FORM. WHEN DESIRED ON 3’x5’ 
CARDS THERE IS AN EXTRA CHARGE OF 
60c PER M. FOR THE CARDS. 


WE ALSO DO ADDRESSING AND MAILING 
OF CIRCULAR MATTER AT REASONABLE 
RATES. 


Ask for - Details 


HARDWARE AGE 
Direct Mail Addressing Dept. 


239 West 39th Street, New York, N.Y. 
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NEWS! BIGGER 


ARVEX 


PROFITS 





Now Available 
to Hardware trade 


More than $1,000,000 spent to 
popularize famous Nationally 
Advertised Mothproofing Liquid 


1, LARVEX FULL PROFIT PLAN. Larvex announces 
new distribution plan, through selected agents, plus sug- 
gested minimum resale prices, assuring you full profit. 


2. NATIONAL ADVERTISING. A new, spectacular 
advertising campaign, featuring movie stars in ten big 
women’s magazines, starts in March and runs for five 
months. Newspaper ads will run in all big cities, backed 
by smashing, colorful window displays. Order from your 
Larvex agent today. 


FREE DEAL! Pay for 11 bottles... you get12...Good 
until March 31st only. Dating allowed. Order now! 





A WORD ABOUT LARVEX 


Larvex has built its fame because it Mothproofs the 
cloth. One spraying lasts a whole year. Moths will 
not touch woolens sprayed with Larvex. Used by 
large woolen mills, known to housewives every- 
where. An exclusive, patented moth- 

proofing agent, for clothing, rugs, 

furnishings, etc. 


















LARVEX 


ODORLESS 
WON-INFLAM MABLE 


“ One >. 
mothproofs 
for a whole 
_ year 















d be sure” 
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| ZONITE SALES CORPORATION 
| New Brunswick, N. J. 


















“LITTLE 
GIANT” 


SCREW 
EXTRACTORS 











Wlean Steady Sables 


The name “Little Giant” has been favor- 
ably known to tool users for over 75 
years. That name on screw extractors is 
proof of real efficiency. “Little Giant” 
screw extractors are easy to use, positive 
in their action, rugged, and tough. The 
name means something to your customers 
—and it can mean something to you, a 
steady volume of desirable business. 





“Greenfield” furnishes an attractive dis- 
play stand free. This “silent salesman” is 
equipped with a carefully chosen, fast- 
moving assortment of extractors. Give it 
a good position on your counter—it’s 
effective. 





“Little Giant” screw extractors are avail- 
able in 8 different assortments, packed in 
sets as shown above. Extractors are avail- 
able in sets, singly, or with drills as you 
wish. Stock this fast-moving “Greenfield” 
line. It will pay you well. 


GREENFIELD TAP & 
DIE CORPORATION 


Greenfield, Massachusetts 


Detroit Plant: 2102 West Fort Street 
Warehouses in New York and Chicago 


In Canada: Greenfield Tap & Die Corp. of Canada, 
Ltd., Galt, Ont. 


GREENFIELD 
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bers of the board of directors are: 
Messrs. Baumann, Dickof* Kroner; 
A. Vanden Wymelenberg, Green 
Bay; M. E. Douglas, Janesville; 
Darwin Follett, Coloma, and W. E. 
Fitzgerald, S. Milwaukee. Advisory 
board members are: G. G. Jones, 
Racine; Hugo Trilling, Sheboygan, 
and Mr. Suennen. 

The social event of the conven- 
tion, a dinner-dance, was held Feb- 


ruary 4 in the Crystal Ballroom of 
the Schroeder Hotel, with President 
Suennen as toastmaster. Douglas 
Malloch, author, poet and after- 
dinner speaker gave a humorous and 
philosophical talk and read some of 
his poems. An excellent program 
of vaudeville numbers including 
stage and radio stars was offered. 
Dancing followed the entertainment 
program. 





Nebraska Convention Report 


(Continued from page 60) 


on “The Urge from Within” and 
E. A. Evens, American Gas Ma- 
chine Company, Albert Lea, Minn., 
talked on “How Can I Improve My 
Credit Policy?” 

“What we need,” said Mr. Craw- 
ford, “is a new objective and a new 
goal. What I propose is an objec- 
tive of more uniform stocks so that 
when you go into a hardware store 
in Omaha or Lincoln you will find 
practically the same type of stock. 
The hardware business can no long- 
er be conducted with small items. 
We must increase our business and 
the only way to do it is to add new 
lines.” 

Much failure, he pointed out, is 
not due to the clerk but to the owner 
of the store. He must create en- 
thusiasm and not take his grouches 
out on the employee. If a clerk 
is not a good salesman it is the fault 
of the employer in handling him. 

“Our real competition,” he said, 
“is not the stock down the street, 
it is the brains which handle the 
stock. It is a competition of brains 
and we all have the brains if we 
will just use them.” 

A little more matter of fact was 
the talk of E. A. Evens on credit 
policy. He advocated a strict credit 
policy which every customer was 
told of. Then for those who 
couldn’t pay at the end of a certain 
period, suspension of the account. 
He also advised the sending of 
monthly statements with close fol- 


low-ups in the form of collection 
letters, telephone calls and person- 
al calls. 

He named six branches of a good 
credit policy. They are: Investi- 
gate thoroughly any new customer; 
Explain clearly what your terms are; 
Follow up statements promptly; 
Suspend slow pay; Help delin- 
quents, show them how they can 
pay. Don’t threaten; Act decisively 
with those who can but won’t pay. 

Officers of the association for the 
coming year were elected at the final 
meeting. L. E. Nelson cf Omaha 
was elected president. Other officers 
named are: Carl Kollmeyer, Fre- 
mont, First Vice-President; Earl 
Dean, York, Second Vice-President. 
Leslie Thomas, University Place, 
was elected to the Board of Direc- 
tors for two years. Following the 
open meeting an executive meeting 
was held at which time Edward 
Hermanson, Lincoln, was re-elected 
Secretary-Treasurer. 

Afternoons of the convention days 
were devoted to an exhibit at the 
Omaha Municipal Auditorium. The 
ladies held a tea and bridge party 
the first afternoon and a luncheon 
the second day. The evening of the 
second day was devoted to the Fun 
Fest which was held in the Hotel 
Paxton ballroom. The last evening 
the Omaha Hardware Club enter- 
tained at a stag party in the same 
place while the ladies were enter- 
tained at a theatre party. 


Arkansas Convention Report 


(Continued from page 61) 


farm implements returned,” he said. 
“A dealer must have a competent 
outside salesman.” He illustrated 
how ignorance of parts may injure 
business. Handling farm machinery 
requires a knowledge which comes 
from training in the stores, Sherrod 
explained. Along this line Nels 
Barnett, a Batesville dealer said, 
“Understand and appreciate your 


salesmen if you would have profits 
from your store. We are regulated 
by our customers and there are 
three lines of thought—what they 
want, when they want it, and if it 
is within the price range of the 
buyer.” 

The Hoover & Allison Company 
of Xenia, Ohio, presented a moving 
picture show of the manufacturing 
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CUSTOMER SATISFACTION 
CERTAIN with REID-WAY "g" 


i a: America's Outstanding 
‘ Rental Floor 
Sander 


Customers praise this sensa- 
tional floor sander because it is 
fast, easy to use, light enough 
to be carried conveniently and 
does superior work. And Reid- 
Way is the only floor sander 
that works directly up to the 
quarter-round on EITHER 
SIDE of the machine. This 
eliminates practically all ag- 
gravating hand finishing. Per- 
fectly balanced sanding drum 
eliminates possibility of chatter 
marks. Thousands of satisfied 
customers prove that Reid-Way 
“8” is the ideal rental floor 
sander. 






oe 


Always Ready For Use 


This superior sander is always ready for use. The exclu- 
sive Reid-Way feature of ONLY ONE MOVING PART 
makes it absolutely dependable and does away with mainte- 
nance costs. You never lose rental profits due to the fact 
that your sander is in the repair shop. For increased 
rental profits, choose Reid-Way “8” ... . “The World’s 
Finest Rental Floor Sander.” 

Guaranteed for one year. 


The Reid-Way Corporation 


2932 First Ave., S. E. Cedar Rapids, lowa 


ALLIGATOR 


REO. U.S. PAT. OFFICE 


STEEL BELT LACING 


For belts of all kinds and 
sizes. Genuine ALLIGATOR 
STEEL BELT LACING is 
stocked by leading jobbers and 
listed in their catalogs. Not 
sold by mail order companies 
under its own or any other 
name. Specify “Genuine Alli- 
gator Steel Belt Lacing.” Or- 
der through your job- 
ber. 
Sole Manufacturers 
FLEXIBLE 
STEEL LACING CO. 
4616 Lexington Street, Chicago 


In England at 133 Finsbury Panement, London, EC 2 











Selling paint is one thing, but mak- 
ing a good profit from it is another 
matter. We’ll show you how to make 










ABOUT OUR 
NEW 
PAINT DEALER 
FRANCHISE 


your paint department really pay. 





» 


THE WATSON- 
STANDARD Co. 


aints, Industrial 


P 
Manufacturers of a itve Coatings 


Finishes and Prote 
Factory and General Offices: 

PITTSBURGH, PA. 

Buffalo, Detroit 





Warehouses: Boston, 


71,300,875 


ADVERTISEMENTS 
TO YOUR PROSPECTS ABOUT 


=F HORTON 








, 4 advertising in 17 
leading publications will carry the forceful sales 
story of Horton’s exclusive features to your pros- 
pects, during 1937, Mr. Dealer. 

Aggressive sales promotion cooperation will en- 
able every Horton dealer to cash in on this cam- 
paign. This cooperation includes every effective 
type of sales tool by means of which Horton dealers 
may focus the effect of the big national campaign 
upon their respective stores. Write now for details 
of the most valuable franchise in the washing 
machine industry. 


HORTON MANUFACTURING CO. 


203 OSAGE ST., FORT WAYNE, IND. 











AT YOUR SERVICE! 


E ““Who Makes It’ 
Editor will be glad to 
help you in your search 
for the name of the manu- 
facturer of that product 
you are interested in. 


If you do not find it or 
its trade name listed in 
the current Directory 
Number, in all probability 
it has been incorporated 
in the revised listings that 
are being prepared for 
the next issue of the Direc- 
tory Number. Many such 
changes are being made 
daily and the listings 
brought up to date. 


lf your current Direc- 
tory does not give you the 
information you seek, 


write the “Who Makes 
It’ Editor. He’s at your 
service. 
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and processing of binder twines and 
ropes. 

The prevailing idea was: “It pays 
to stay with your manufacturer and 
jobber. These sources of supplies 
advertise your products on a na- 
tional scale. They furnish a card 
index which enables you to keep up 
with your business. They send fol- 
low-up letters to your customers.” 

In the election of officers W. R. 
Bumpers, of Charleston was elected 
the new president, G. L. Turner, 
Little Rock, succeeds himself as 
secretary and Lewis Hayden, Fay- 
etteville, treasurer. A _ legislative 
committee appointed consists of 
Billy Mitchell, Morrilton; F. C. 
Stearns, Hot Springs; J. T. Lloyd, 
Little Rock. The directors are: 
E. H. Taylor, Texarkana; Fred 
Stewart, Harrison; J. M. Rhea, 
Conway; J. M. McLeod, Camden; 
Leon Moore, Rison; Nels Barnett, 
Batesville; L. P. Jacob, Paris; Law- 
rence Hurley, Warren; M. A. Jack- 
son, Sparkman, and W. H. Hanna, 
Fl Dorado. 





In his address president Grummer 
said, “I am glad to note a much 
larger attendance. As the delegate 
to the National Hardware Associa- 
tion at Atlantic City I learned ways 
of conducting my own business and 
got ideas that I brought to you. 
Look at the exhibits this visit 
brought. If we had the space we 
could have had twice as many. 
Next year we expect to have a new 
auditorium in which we shall have 
space for heavy merchandise from 
many factories. We want every 
line covering the hardware business. 
I commend the jobbers and adver- 
tisers whose names are found in 
our official program. 

“Services which are available in 
our national association are: store 
planning, accounting, hardware sur- 
vey, improved arrangement, displays. 
information service, store fixtures, 
insurance protection, legislative ac- 
tivities—national and _ state, state 
association news, and confidential 
bulletins.” 


Illinois Convention Report 


(Continued from page 62) 


ly portrayed the marked improve- 
ment in the major indexes of busi- 
ness during the last three years, and 
other charts were used to show the 
huge expansion of the major appli- 
ance demand, and the_ splendid 
opportunity that awaits enterprising 
merchandisers of such “big ticket” 
items. He pointed out as one exam- 
ple, that the gas range sales quota 
for the current year has been estab- 
lished at two and one-half million 
units, and stressed the fact that cor- 
respondingly large sales totals were 
anticipated in ali major gas and 
electric appliances. 

As the first speaker at Wednes- 
day morning’s session, Chas. Isaacs, 
manager, merchandise division, N.R. 
H.A., Indianapolis, Ind., explained 
the various services of that division; 
outlined the functions embraced by 
the term merchandising, and urged 
the transformation of storekeepers 
into merchandisers. 

Del Van Dervoort, member of the 
N.R.H.A., national board, and trea- 
surer of the Van Dervoort Hardware 
Co., Lansing, Mich., supervised the 
next feature—-a demonstration of 
how to trim windows and _ tables. 
This event evoked a great deal of 
interest and focused attention on 
many helpful display points. Mr. 
Van Dervoort was assisted by Gor- 
don Blood, Kankakee; H. C. Hitz- 





man, Chicago; Wm. Burke, Peoria. 
and Lee Clark, Chicago. Displays 
of several different lines were ar- 
ranged and the good and bad points 
of each trim were discussed in de- 
tail, while the use of decorative cor- 
rugated pulp board, as well as of 
crepe paper in achieving certain 
effects were demonstrated. 

H. P. Sheets, managing director, 
N.R.H.A., Indianapolis, summarized 
the addresses that had been deliv- 
ered at the three preceding business 
sessions, high-lighting the important 
points of each talk, and supple- 
menting his summary with addi- 
tional comments on pertinent related 
matters. While briefly discussing 
the Robinson-Patman Act, Mr. 
Sheets stated that the N.R.H.A. 
board of governors had voted at a 
recent meeting to oppose passage 
of similar State laws, until test cases 
on the Federal law have been decid- 
ed, and a more accurate analysis can 
be made of the possible effects of 
such State legislation. 

The annual banquet and dance, 
held at the Pere Marquette Hotel 
on Wednesday evening was attended 
by approximately 500 guests. The 
occasion was strictly a social one, 
with no addresses being on the pro- 
gram of events which began with a 
banquet at which the association’s 
mammoth 40th anniversary cake, 
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COPPER & BRASS 


Belt & Trunk 
Rivets & Burs 
Round, Flat, Counter- 
sunk Head Rivets 
Washers 
















FREE DISPLAY 
SPEEDS TURNOVER 


FOR FAST MOVING DIESTOCK 


» Write for very attractive Introduc- 
eet 2° ARMSTRONG HANDY 















PRICE 








ARMSTRONG wc. co 








BRIDGEPORT Conn. 

















FEBRUARY 25, 


PUTS MONEY 
IN THE BANK 
— NOT “ON YOUR SHELVES” 


Many Year ’Round Uses Make “BLACK 
LEAF 40” a Constant Profit Maker! 


“Black Leaf 40” is paying regular dividends to thou- 
sands of retailers. The steady demand from January 
to December keeps it moving. “Black Leaf 40” 
with its many and varied year ’round uses assures a 
quick turnover and more profits. This means lower 
inventories and less capital invested in stock. 


“BLACK LEAF 40’ CUSTOMER-INTEREST BRINGS 
STEADY DEPOSITORS TO YOUR CASH REGISTER 


Every gardener, farmer, livestock owner 
and poultryman is a potential “Black 
Leaf 40°’ customer. Advertised in nearly 
4000 leading newspapers, magazines and 
farm papers, its sales story is constantly 
kept before the consumer. Ask your job- 
ber or write direct for attractive display 
material to help you sell. 


TOBACCO BY-PRODUCTS & CHEMICAL CORP. 
INCORPORATED @ LOUISVILLE, KENTUCKY 
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Uniformly made 
to recognized 


Corbin manufactures 
a full line of Wood 
and Lag Screws- 
Machine Screws and — 

Nuts - Cap and Set 
Screws - Stove Bolts 
- Semi-finished Nuts - 
Chain and Escutch- 
eon Pins. SPECIFY 
CORBIN. 











THE CORBIN SCREW CORPORATION 
THE AMERICAN HARDWARE CORPORATION, SUCCESSOR 
NEW BRITAIN, CONN. 


Warehouses: New York * Chicago * Philadelphia 












Everyone Wants to See It 


pert ~ 
HYAMDSBE too uses 


National advertising directs buyers to 
you for demonstration. Craftsmen and 
mechanics everywhere are enthusiastic 
about the marvelous performance of 
this all-purpose power tool. A great 
time and labor saver for work 
on all metals, alloys, glass. 
resins, celluloid, wood, stone, etc. 
Self-Demonstrator Set sells it. 
Requires only 2 square feet 


of counter space. 
The Handee is a whole shop full 
of tools in one. Uses 200 dif- 
ferent accessories to grind, 
polish, rout, drill, cut, 
carve, saw, engrave, etc. 
Plugs in any socket AC 
or DC, 110 volts. 


TWO MODELS 


STANDARD weighs 1 pound. 13,000 r.p.m. Re- 
tails for $10.75 and up. DE LUXE, fastest and 
most powerful tool for its type and weight, 12 
ounces. 25,000 r.p.m. Retails for $18.50. 





NEW — Big Profit-Maker 


Every Handee owner is a steady cus- 
tomer for accessories. Here’s a counter 
display that sells them — theft-proof, 
dust-proof, glass-top case takes up only 
1% square feet. Contains 80 livest 
varieties of sales-tested accessories most 
in demand, 3 of an item, plainly illus- 
trated and priced for easy re-ordering. 


WRITE TODAY FOR 


SPECIAL DEALS 


on Accessory Case and 
Free Handee Self-Demonstrator Set 


Chicago Wheel & Mfg. Co. 


1101 W. Monroe St. Dept. EE Chicago, Ill. 
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forty-two inches in diameter, was 
served. A very fine floor show was 
then presented, and following this 
dancing and cards were enjoyed. 

The reports of standing commit- 
tees were the first order of business 
at the final session on Thursday 
morning, and in addition to the reso- 
lution previously mentioned request- 
ing the State Legislature to pass 
a chain store tax law, other 
resolutions adopted: approved the 
Tydings-Miller Fair Trade Enabling 
Act and urged its passage; deplored 
the undue sponsorship of Consumer 
Cooperatives by Federal and State 
Governments; urged wholesalers to 
discontinue direct sales to consumers 
and deplored purchases by employ- 
ers at wholesale prices of merchan- 
dise for their employees. 

Upon the recommendation of the 
place of meeting committee, Spring- 
field was selected for the 1938 meet- 
ing. 

The resignations of H. O. Ryan, 
New Holland, and Chas. G. Soedler, 
Peru, members of the association’s 
advisory board were accepted, it 
being explained that Mr. Ryan in- 
tends to reside in California, while 
Mr. Soedler will be obliged to de- 
vote his entire time to new duties 
in connection with the Illinois Tin- 
smiths’ Assn. In the election of 
officers, which followed, Wm. Swan- 
son, Peoria, and Roger Yontz, 
Christman, were chosen to fill the 
vacancies thus created on the board, 
and Carl E. Merkel, Quincy, was 
reelected for another term. The then 
incumbent vice-president, William 
H. Althoff, West McHenry, was 
elected president, and Phil Soukup, 
Jr., Elmhurst, was named as the new 
vice-president. 

In the novel program which fol- 
lowed the election, five minute talks 
were made by five different dealers 
on how they sell different lines of 
volume merchandise. Mr. Althoff 
told how he uses a trailer to good 
advantage in selling “bottled” gas 
stoves, etc., and gave the trailer idea 
credit for enabling his firm to sell 
358 stoves, washers and refrigera- 
tors in 1936, as compared to 40 or 
50 of such units in the years before 
the trailer was used. Mrs. H. Clay 
Latham, Hillsboro, related how a 
very profitable business in wall 
paper, oil cloth and linoleum had 
been developed in the store conduct- 
ed by herself and husband. The 
store’s wall paper department, ac- 
cording to Mrs. Latham, occupies 
only three per cent of the firm’s 
floor space, but nevertheless ac- 
counts for 12 per cent of the total 
volume. Mr. Merkel in discussing 
how to sell radios, placed a great 





deal of emphasis on proper display, 
combined with a thorough knowl- 
edge of the line. He described how 
suggestive selling was used to move 
many compact radios as Xmas gifts 
to parents for the rooms of their 
sons and daughters, and he urged 
that a careful, complete check and 
inspection of each radio be made 
prior to delivery. Walter Dennis, 
Decatur, explained the necessity of 
maintaining accurate accounting 
records in operating a tinshop on a 
profitable basis. W. C. Bachman, 
Park Ridge, described how his firm 
utilizes direct mail matter in a man- 
ner which has produced excellent 
results. The short talks preceding 
were then summarized by Mr. 
Sheets. 

The principal address of the final 
session was delivered by Harry B. 
Brown, national merchandising 
manager, Philco, Inc., Philadelphia. 
With “How to sell merchandise at 
a profit” as his subject, Mr. Brown 
stressed the importance of flexi- 
bility or adaptability in coping with 
the rapid business changes that 
are now taking place, and declared 
that a big business boom is in pros- 
pect during the next three or four 
years. He implored dealers to 
capitalize on the growing market 
for major appliances by installing a 
complete major appliances depart- 
ment and placing their best mer- 
chandising efforts into the activity. 
He pointed out that farmers have 
about 65 per cent of their income 
from crops to spend on so-called 
luxury merchandise, and said that 
this fact alone creates a vast market 
for major appliances. In setting up 
a department of this kind Mr. Brown 
advocated a separate and complete 
unit, handling nationally advertised 
brands, and the selection of the top 
line in each class of item to obtain 
the greatest degree of public accep- 
tance. In discussing how to increase 
turn-over, Mr. Brown said that it is 
important to remember to sell the 
same customer over and over again. 
Dealer advertising, he said, should 
always make a special offer or prop- 
osition—that it really must say 
something to be effective. While 
discussing salesmanship, in conclud- 
ing his address, Mr. Brown pointed 
out the benefits derived from “giv- 
ing the customer a chance to talk”; 
illustrated effective methods for 
closing a sale, and cited several 
interesting selling incidents from 
his own experiences. 

Following announcements by 
managing-director Gilbert, who was 
later reelected at a meeting of the 
board of governors, the convention 
adjourned. 
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st NEW Kind of HOSE REEL 
pew i @) V4 


SPRINKLING 
PROBLEM 


Water Runs Through Hose 
While Reeling or Unreeling 


No dragging of hose... 
hands or clothes. Patented brass 
water-tight revolving joint; all 
steel drum and frame; portable. Each in re- 
shipping corrugated mailable box 24 lbs. Sam- 
ple sent on approval to rated firms. 


PRICES ON Open Stock 
REAL REEL Each 


FLEX-NEK (right) Rust-resistant, water-tight flexible 
tubing on steel base; makes common nozzle the handiest 
| sprinkler available. 6 in box with colored dis- 
| play card, 5 lbs. Sample sent on approval to 
rated firms. 


PRICES ON 3 Doz. 

| FLEX-NEK Doz. $6.50 or More $5.00 Doz. 
TERMS—5% special discount on orders placed during February; 

| April ist dating; 2% 10 days, net 30 days. 


MANUFACTURERS 
fact A . 2 i 
A G E N T $ ; ua oe eer sae aan 


summer write us for full particulars. 


re 


If your jobber cannot 
supply you, order from 
factory. 


















We have a very attractive 
proposition to offer Manu- 














ANKER HOLTH MFG. CO. 


DEPT. H. A., Port Huron, Mich. 





ASBESTOS 


KINDLER WICKS 


FOR OIL STOVES, RANGE BURNERS 
AND HEATERS 


Inc. 
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no soiled | 





$3.00 0 cach $2.75 | 
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THIS NATIONALLY ADVERTISED GARDEN SPRAY 





both SUCKING 
and CHEWING 


GARDEN 


It’s America’s FIRST-aid 
to gardens—the only in- 
secticide most home gar- 
deners require. 


PAYS YOU 100% MARK-UP 


| 















ON THE SPECIAL NO. 720 DEAL 


RED ARROW GARDEN SPRAY has a double-barrelled sales 
appeal to home gardeners because it does a double-barrelled job— 
killing BOTH sucking and chewing insects with one spraying in- 
stead of two. And Red Arrow pays you double—the No. 720 As- 
sortment costs you $5.20 and retails at $10.40. Nationally adver- 
tised in magazines and newspapers reaching more than 13,000,000 
families, Red Arrow should have a prominent place in your 
garden supply display. Order from your jobber. Or, for further 


details, write to: The McCORMICK 
RED ARROW SALES CO. 


GARDEN SPRAY BALTIMORE, MD. 


ADD 


TO YOUR 
INCOME 


BY OFFERING A 


AWN MOWER 
SHARPENING 
SERVICE 





THE IDEAL LAWNMOWER SHARPENER is positively the last word in 
lawnmower sharpening equipment. Fast and accurate, it replaces 
the old hand sharpening method and does a far better job. Hundreds 
of dependable Hardware Dealers offer this service to their cus- 
tomers and make a handsome profit on the side. COMPLETE 
PLANS FREE! Our free plans show you how to establish a 
successful lawnmower sharpening business as 
a part of your present service to customers. 
Many stores average from $30 to $40 PER 
WEEK on the Ideal Sharpener which requires 
only the spare time of one of the clerks to 
operate. Send for free catalog today. 


THE FATE ROOT HEATHCO. 


702 BELL ST. © PLYMOUTH OHIO 















PLASTIC WOOD 


TUBE 
ye 
DOUBLED 


WITH NEW DISPLAY 


Get It From Your Jobber 
With Each Dozen Tubes 


Here’s an easy, quick way to increase 
sales and profits on PLASTIC WOOD. 
Order the tubes in dozen lots and get 
FREE—a dispensing counter a 
patent applied for, with a sales-making 
message on BOTH sides. Place this at- 
tractive and colorful unit in a prominent 
glace—it takes up less space than an 
ordinary display card—and watch your 
sales jump! 


Greatest Advertising in 
History—in 1937 


Millions are being spent to sell PLASTIC 
WOOD for you—you will see advertise- 
ments of PLASTIC WOOD in almost 
every magazine you open—including 
“The Saturday Evening Post”’,“‘Colliers”’, 
“Liberty”’, “Good Housekeeping’, “This 
Week’’, and 40 other leading magazines. 
Let this tremendous advertising and the 
new Counter Display work for you. 
Order from your jobber today. 


THE A. S. BOYLE COMPANY 
257 Cornelison Avenue, Jersey City, N. J. 





PLASTIC Vee 


W000 
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New York Convention Report 


(Continued from page 63) 


elected president to succeed Mr. 
Allen. Vice-presidents chosen are: 
Arthur E. McEvoy, Hudson, and 
Thomas J. Johnston, Fulton. The 
board of directors, including those 
whose terms have not expired and 
those newly elected, include: John 
A. Herrick, Southampton; Frank G. 
Howard, Binghamton; Sydney H. 
Atkinson, Brooklyn; Charles P. 
Stiles, Ilion; H. S. Carlton, Troy; 
J. A. Peck, Elmira; D. M. Herron, 


Auburn; C. H. Flanigan, Minoa; 
B. Wankel, Jr., New York; An- 
thony Herrmann, Glendale; W. E. 


Robbins, Wellsville; Harold S. 
Close, Middletown; Milford W. 
Howe, Canton, and H. L. Canfield, 
Le Roy. 


Other officers continuing are: sec- 
retary-treasurer, John B. Foley, 
Syracuse; treasurer, Frank E. Pel- 
ton, Herkimer, and field secretary, 
George G. Hoy, Syracuse. 





Oklahoma Convention Report 


(Continued from page 64) 


lution commended the national asso- 
ciation for its attitude toward all 
proposed legislation at Washington, 
which it had investigated. 

A third resolution, that was adopt- 
ed, favored a law that would require 
out-of-state firms shipping merchan- 
dise into Oklahoma to be taxed an 


amount sufficient to meet the Okla- 
homa retailers’ price. 

The total registration at the con- 
vention was 700. There was the an- 
nual banquet given by the whole- 
salers and manufacturers division of 
the Chamber of Commerce, dancing 
and amusements. 





Indiana Convention Report 


(Continued from page 68) 


questions concerning various provi- 
sions of the law as broached by 
the association’s managing director, 
G. F. Sheely, Indianapolis. 

At the Wednesday evening ses- 
sion the largest audience of the 
convention was present to hear the 
second scheduled address to be de- 
livered by Mr. Newcomb, who dis- 
cussed salesmanship, in such an in- 
teresting and informative manner 
that many helpful selling points 
and opportunities were gained. 

During the final session Thursday 
morning Mr. Fenger was elected 
president and Robert Kelly was 
chosen as vice-president. The Exec- 
utive Board is now composed of 
Carl A. Miller, Kendallville; Paul 
Ulrich, Indianapolis, and Ralph 
McCampbell, French Lick Springs. 
Past President Duncan and Ralph 
David, Logansport, were named 
members of the Advisory Board. 

Resolutions adopted: expressed 
sympathy for the bereaved Duncan 
family; approved the efforts that 
have been made by the National as- 
sociation in presenting reasons to 
Federal authorities to show why co- 
operative organizations should not 
be the beneficiaries of special sub- 
sidies nor exempt from taxation; 
protested purchases by employers 
for their employees at wholesale 
prices, and extending sympathy to 
the members of the association who 


had suffered losses due to the dis- 
astrous flood. 

Important among the _ subjects 
discussed at this session were the 
sections of the Social Security Act 
pertaining to State and Federal Un- 
employment Insurance and Old Age 
Benefits. R. C. Smith, of the Indiana 
Social Security Department, and 
Albert A. Kuhle, of the Federal Old 
Age Benefits Board, replied to nu- 
merous questions from the floor on 
various phases of the law, and gave 
detailed explanations of its applica- 
tion under differing conditions. 

Harry B. Brown, national mer- 
chandising director, Philco Radio & 
Television Corp., Philadelphia, pre- 
sented many valuable ideas in a 
forceful and appealing style during 
his address on “Merchandising 
Electrical Appliances at a Profit.” 
Mr. Brown recommended that deal- 
ers concentrate all of their electri- 
cal appliances in one location in 
their stores to impress the public 
that appliances are really a large 
and important line in their place of 
business. He advocated selling over 
and over again to the same custo- 
mers by following them up at fre- 
quent intervals, and he implored 
dealers to be certain that their ad- 
vertising really said something. 

An inspirational address by Thur- 
man Miller, of Wilmington, Ohio, 
brought the convention to a close. 
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Thousands of dealers have found The 
Turner Brass Works to be the unfail- 
ing source of supply even at the very 
peak of the Blow Torch season. 


Be sure to lean upon Turner Jobbers 
for your season’s demands. 


TURNER BRASS WORK 


00 Park Ave., Sycamore, Ill., U. S. A. 





You too can depend 


TURNER 


—®» Deliveries 


No. 150 





SEAL-PAKTandSEAL-KRAFT 
ROSE BUSHES 


Bring Added Profits and Sales 
SEAL-PAKT 


A new and revolutionary type of package 
for Rose Bushes and other plants. Recog- 
nized as the best package yet developed to 
protect a plant during the period from the 
time it leaves the nursery until it reaches 
your customer. 


SEAL-KRAFT 


The original, wax-coated, wrapped 
Rose Bush — the standard package 
used by us in the past. Keeps plants 
in excellent condition while on your 
counter. 

















THESE PACKAGES ARE ABSO- 
LUTELY CLEAN. NO WATERING 
REQUIRED. EASY TO HANDLE. 


Write for information 
on a new and complete 





; ° SEAL-KRAFT 

a Nursery Service ey ea 
1894506 
SEAL-PAKT C,E. WILSON &CO., INC, “nada 
U. S. Patent Patent 
1988886 Manchester, Conn. 328017 





Plumbers’ and Tinners’ Fire Pots, Camp Stoves, Gasoline Lanterns, Lamps, etc. 








0 PADLOCKS 


L FEATURES 









GREATER SALES! 


Here is a padlock that will 
make your customers stop 
‘ooking’ and BUY. It has 
more definite, practical ‘‘sell- 
ing points’’ than any padlock 
we know of... a hardened 
shackle, self locking, that 
locks at BOTH ENDS. Can- 
not be shimmed or rapped 
open. Double Bitted keys. 
Eleven tumbler cylinder lock. 
One piece case of white metal 
or extruded bronze. Made in 
three sizes. 

At popular prices, Chicago 
Padlocks will outsell any 
others you’ve ever handled, 
and give you a generous mark 
up on every sale. Write for 
illustrated circular and full 
details. 





2024 N. RACINE AVE. CHICAGO 
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Display Tables 
Complete line of Bulb 
Edge Glass, Price Card 
Holders, etc. 

Price Cards 

Nail Bin Counters 
Screw Bolt & Drill 
Cases 

Boxes and Drawers 
Shelving and Wall 
Cases 


Paint Shelving 
Sample Holders 
Send Complete Store 
Fixture Catalog No. 
35H 


Cle eae an” Fn an ie 





RESOLVE 


... this year... not 
to keep your mer- 
chandise hidden away 
in old-fashioned show cases, bins and 
counters. In years to come, more than 
ever you will have to DISPLAY 
your wares, in order to sell. Heller 
equipment for Hardware Stores is 
especially designed to stimulate buying 
. . to make it easier for customers to 
select .. . to remind them to buy what 
they otherwise would forget. 
Consult us before you install new store 
equipment. We can suggest a mod- 
ernization program that will be a per- 
manently profitable investment, instead 
of an expense, even if you move your 
store. imply tear out this ad and 
mail to us, checking items in 
which you are most interested. 


W. C. HELLER & COMPANY 


20 Vesey St., Suite 1111 
NEW YORK CITY 


700 Bryant Street 


MONTPELIER, O. 








O'BRIEN VARNISH CO. 


INDIANA 
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Cuts Inventory 
Ends Losses 


thru obsolescence 


Multiplies Profits 


FIRELINE cuts inventory be- 

cause it replaces all 
other ‘‘stove brick’, ‘‘stove lin- 
ings’’ and “fire brick’. It ends 
the need for carrying expensive 
stocks of furnace and stove fire 
pot castings and ends losses re- 
sulting through model changes 
and obsolescence. 


FIRELINE multiplies sales 


volume and profits 
for now everyone is using it to 
put a modern refractory lining en- 
tirely around their furnace fire 
pot; are replacing broken stove 
brick in a few minutes and re- 
Placing burned out fire pots 
with it. 
Coming in airtite drums, plastic, 
ready for use, anyone can install 
it. FIRELINE IS FULLY GUAR- 
ANTEED. It’s a money maker. 


Fireline Stove & Furnace Lining Co. 
1859-B Kingsbury St., Chicago, U.S.A. 








Write fr —<———_ 


Free @7/-J78|, 


Sample 


‘and all the 
Facts. 
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Model State Robinson-Patman Act 


(Continued from page 40) 


services or facilities furnished by or 
through such customer in connection 
with the processing, handling, sale, 
or offering for sale of any products 
or commodities manufactured, sold, 
or offered for sale by such person, 
unless such payment or considera- 
tion is available on proportionally 
equal terms to all other customers 
competing in the distribution of such 
products or commodities. 

(e) It shall be unlawful for any 
person engaged in commerce, in the 
course of such commerce, to discrimi- 
nate in favor of one purchaser against 
another purchaser or purchasers of 
a commodity bought for resale, with 
or without processing, by contract- 
ing to furnish or furnishing, or by 
contributing to the furnishing of, any 
services or facilities connected with 
the processing, handling, sale, or 
offering for sale of such commodity 
so purchased upon terms not ac- 
corded to all purchasers on propor- 
tionally equal terms. 

(f) It shall be unlawful for any 
person engaged in commerce, in the 
course of such commerce, knowingly 
to induce or receive a discrimination 
in price which is prohibited by this 
section. 

Section 3. Nothing in this Act 
shall prevent a cooperative associa- 
tion from returning to its members, 
producers, or consumers, the whole, 
or any part of, the net earnings or 
surplus resulting from its trading 
operations, in proportion to their 
purchases or sales from, to, or 
through the association. 

Section 4. (a) Any person in- 
jured by any violation, or who will 
suffer injury from any threatened 
violation, of this Act, may maintain 
an action, in any court of general 
equitable jurisdiction of this State, 
to prevent, restrain or enjoin such 
violation or threatened violation. If 
in such action, a violation or threat- 
ened violation of this Act shall be 
established, the court shall enjoin 
and restrain or otherwise prohibit 
such violation or threatened viola- 
tion, and the plaintiff in said action 


shall be entitled to recover threefold 
the damages by him sustained, and 
the costs of suit, including a reason- 
able attorney’s fee. 

(b) In the event no injunctive re- 
lief is sought or required. any person 
injured by any violation of this Act 
may maintain an action for damages 
alone in any court of general juris- 
diction in this State, and the measure 
of damages in such action shall be 
the same as that prescribed by sub- 
section (a) of this section. 

(c) In any proceedings instituted 
or action brought in pursuance of 
the provisions of subsections (a) and 
(b) of this section, the plaintiff, 
upon proof that he has been unlaw- 
fully discriminated against by the 
defendant, shall be conclusively pre- 
sumed to have sustained damages 
equal to the monetary amount or 
equivalent of the unlawful discrimi- 
nation; and in addition thereto, may 
establish such further damages, if 
any, as he may have sustained as a 
result of such discrimination. 

(d) Any contract, express or im- 
plied, made by any person in viola- 
tion of any of the provisions of this 
Act, is declared to be an illegal con- 
tract and no recovery thereon shall 
be had. 

Section 5. This Act shall be known 
and designated as the “Anti-Price 
Discrimination Act” and its inhibi- 
tions against discrimination shall 
embrace any scheme of special con- 
cessions or rebates, any collateral 
contracts or agreements or any de- 
vice of any nature whereby discrimi- 
nation is, in substance or fact, ef- 
fected in violation of the spirit and 
intent of this Act. 

Section 6. If any provision of this 
Act, or the application thereof to 
any person or circumstance, is held 
invalid, the remainder of the Act, and 
the application of such provisions to 
other persons or circumstances, shall 
not be affected thereby. 

Section 7. All Acts or parts of 
Acts inconsistent herewith are here- 
by repealed to the extent of such 
inconsistency. 





Marshall-Wells Catalog 


This catalog of 4143 pages illustrates 
and describes shop and farm tools, agri- 
cultural and mill supplies, heavy hard- 
ware, builders’ hardware, building sup- 
plies, paint and glass, electrical goods, 
radio equipment, furniture, housefur- 
nishings, stoves and ranges, heating and 


plumbing, mining and railway supplies, 
cutlery and novelties, sporting goods, 
auto accessories, lubrication, tents and 
awnings, saddlery and harness, shoe 
findings, and bags and trunks. It is 
alphabetically indexed and also contains 
several pages of useful information. 


Marshall-W ells Co., Duluth, Minn. 
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MANUFACTURERS’ 
SALES REPRESENTATIVES 


Here is a product that has exceptional possibili- 
ties in sales and repeat business. Kotofom is an 
all-purpose cleaner. It cleans and renews uphol- 
stery, rugs, leather goods, woolen clothing, etc. 


Also removes spots. Now used by hundreds of 
thousands of women. Territories open for 
hardware trade. Backed by sound merchandising 
policy and consistent advertising. Write. .. . 


KOTOFOM SALES CORP. 


642 North Eighth Street Milwaukee, Wisconsin 











WHICH ARE YOU! 


One of the MANY alert dealers 
making a nice profit with the 
Uniform NUT MEAT CHOPPER 
_.. or one of the FEW — 
missing sales by not promoting it? 
@ Your Jobber Can Supply You 
METWOOD MANUFACTURING CO. 


Rockford, Ilinois 














Meet the Spring 
Demand With Schaefer 
Radiator Furnace 
and Flue Brushes 


It’s service, not price, 
that determines the value 
of a brush. And Schaefer 
brushes are long on ser- 
vice. They’re built that 
way. No one can be dis- 
appointed with his bar- 
gain when he buys Schaefer. Remember, with Schaefer, it’s serve 
satisfaction or money back. Write for prices. 


SCHAEFER BRUSH MANUFACTURING CO. 


SCHAEFER crusues 


| | 
BUY SCHAEFER-ITS oy AN =a 





















Stock and Profit with 


as “G &B” QUALITY Products 
IRE 

a POULTRY NETTING 
Goops STRAITLINE FENCING 

GALVANIZED HARDWARE CLOTH 
& SCREEN WIRE CLOTH: 

“PEARL” 
QUAI ITY “ACME” ELECTRO GALVANIZED 


PAINTED BLACK 
Provuctrs 





COPPER 
BRIGHT and ROMAN BRONZE 


The Gilbert & Bennett Mfg. Co. 


Established 1818. America’s Oldest Woven Wire Factory-Manufacturers 
WIRE CLOTH, NETTING and FENCING 
Galvanized Steel Wire Cloth in all Meshes and Gauges 


New York City Georgetown, Conn. Blue Island, tI. Kansas City, Mo. 
San Francisco 





Every Home Owner Wants 


The NEW gencnenad 
LEVER-SPRAY ~.): 
HOSE NOZZLE 


Cash in on the demand for this new 
hose nozzle. Hand regulated to any 
desired degree of spray by slight pres- 
sure—nozzle closes when pressure is re- 

leased—can be set at fixed position. 

Positive, instant control for garden and lawn work. Ideal for 
washing cars. Will se!l on sight—national advertising this 
spring will increase demand. 


Ask Your Jobber or Write 













CARTER PRODUCTS CORP., 101 Front Ave., Cleveland, 0. 











ONLY A 
BRUSH THAT 
IS TRADE MARKED 


RUBBERSET 


(TRADE MARK) 


IS A GENUINE 
RUBBERSET 
BRUSH 





FEBRUARY 25, 1937 
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PORCELAIN ENAMEL 
INSTITUTE, 1nc 

612 NORTH MICHIGAN 
AVENUE e CHICAGO 







Please send me, abso- 
lutely free, a copy of 
your new, easy-read- 
ing, profusely _ illus- 
trated sales manual 
on Porcelain Enamel. 


Name 


| 


ee 





Address _ 


a, <a ais Gee Gat ae Gn ee om coe eee ed 
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Information regarding sources of supply as pro- 
vided readers of Hardware Age by the “Who Makes 
Itt” editor is here presented as an aid to others in 
the trade who may be seeking the same articles. 
The inquiries reproduced have been selected because 
of their general interest to hardware merchants and 
buyers. This editorial feature in each issue supple- 
ments the service rendered by the “Who Makes It?” 
issue published on August 27, 1936. 





The “Who Makes It?” issue of Hardware Age enables you to quickly locate sources of 
supply and helps you answer many questions regarding brand names, products, etc. 


Clarion, Pa.: Who makes Vogue 
girls’ bicycles?—-J. F. Weaver Est. 
Hardware Co. 

ANSWER: Colson Corp., Elyria, 
Ohio. 


* * * 
Altavista, Va.: Who makes the 


Premier level winding fishing reel? 
~Tyree Bros. Hardware Co. 


ANSWER: Bronson Reel Co., 


Bronson, Mich. 
* om * 


Stevens Point, Wis.: Who makes 


the Sta-Sharp shears? — Krembs 
Hardware Co. 
ANSWER: Acme Shear Co., 


Bridgeport, Conn. 
* x o 


Danville, Va.: Who makes Botts 
stencil ink?—-Vass-Mobley Hdwe. 
Co., Inc. 


ANSWER: Botts Mfg. Co., 79 
Crosby St., New York, N. Y. 


se = © 


Oshkosh, Wis.: Who makes the 


_ Bates sponge rubber mop?—Still- 


man Hardware Co. 


ANSWER: Merchants & Manufac- 
turers Co., Springfield, Mass. 
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Monroe, Ia.: Please advise who 
makes the Common Sense hog oiler? 
—R. C. Schultz Hdwe. 


ANSWER: Kerrihard Co., Red 
Oak, Ia. 


* x * 


Florence, S. C.: Furnish name and 
address of the Moto-Sway greasing 
lift?—Schofield Hardware Co. 


ANSWER: Moto-Sway Corp. of 
America, 4518 W. Lexington St., 
Chicago, III. 


* *& * 
Chattanooga, Tenn.: Where can 
we secure the Dick line of butcher 
knives?—Varnell Hdwe. Co. 


ANSWER: R. H. Forschner Co., 
230 3rd Ave., New York, N. Y. 


* + 


Ellwood City, Pa.: Who makes a 
spiral sash balancer?—Yahn-Jones 
Hdw. Co. 


ANSWER: Unique Balance Co., 
Inc., 295 E. 133rd St., New York, 
N.. ¥. 


Worcester, Mass.: Please advise 
name of the firm who imports ball 
point weaving needles?—Ramsdell 
Industrial Supply Co. 


ANSWER: Needle 


American 


Wks., 14 Wooster St., New York. 
m: oe 


eS = 8 


Council Bluffs, Ia.: Who makes a 
combination rasp and file used for 
dressing horns on cattle, labeled St. 
Crispins?—Breeders Supply Co. 


ANSWER: Stokes Bros. Mfg. Co., 
Freehold, N. J. 


* + 


Greeley, Colo.: Who makes the 
Ro-Way exerciser? — Dillon-Opp 
Hdw. 

ANSWER: Dunbar-Gibson, Inc., 
368 Broadway, New York, N. Y. 


* + 


Towanda, Pa.: Please advise us 
where to buy the Peter Wright 
blacksmiths’ anvils? — Fairchild & 
Johnson. 


ANSWER: John H. Graham & 
Co., Inc., 113 Chambers St., New 
York, N. Y. 


ee ¢ 


Batesburg, S. C.: Please advise 
who handles Wood & Son willow- 
ware china?—H. Antopolsky Hdw. 
Co. 


ANSWER: Imported by Edward 
Boote, 35 W. 23rd St., New York, 
N. Y. 


HARDWARE AGE 








REACH UP TO QUALITY 


BRU S HES Big von ster vne 


Read this letter from a dealer: 








Workmanship that fells in = “Since displaying COLORTOPS 
Service. Pride of accomplish- f on the counter, I have not only 
ment that fixes the name “Tp doubled my plug fuse sales, but 
BAKER for all time « for every yy \G other electrical needs are mov- 
z YO \ ing much faster.” 

Brush job. Today! Always! . > That’s only natural. The array of colors 
\ : > he neat 5S-unit color-banded carton— 

Fundamentally Yours om a pecan top a peas 


plated metal parts catch the eye and 
draw attention to other merchandise on 
the counter, also. 


Ask your Jobber Salesman for Trico Colortops 
TRICO FUSE MFG. CO. 


MILWAUKEE Dept.H WISCONSIN 


BAKER BRUSH CO., INC. 


87 GRAND STREET +NEW YORK 















ETEL ROPE CLAMP 


Easily Tightened .... Easily Loosened 


SEE SEES 


= Tia Eee Coe: eee 


WIRE 


BRIGHT e ANNEALED ® COPPERED 












se De ECE EEO 
é OPEN GALVANIZED and TINNED—Coiled, 
TO POLE Straightened and Cut to Length— 
HEARTH in All Sizes. 
V MANUFACTURER Y CLIP 
bears LOOSENS V FLORIST V BALING 
Vv WEAVING V BUNDLING 
The only one of its kind! A pull on the rope tightens 
the line... a pull on the handle loosens it. Sturdy, whrsrcrav Pie 
A KBINDING 


efficient, unique. Takes 4 sizes of rope, from %” to 
In Malleable Iron Cadmium Plated or Solid Brass. Write 
for sample and low price. 


ETEL ROPE CLAMP co: | [Te TaD Tanks 


98 MAGAZINE ST. 
CORTLAN- D:'-NEW YORK::- U.S.A. 


SAND'S LEVELS | || «= 7: 


“Factory Built-In Accuracy" Big 50« 
M4 Premax 
MASONS’ WOOD & ALUMINUM 


VT V AND OTHERS 




























CARPENTERS’ WOOD & ALUMINUM a | 
TILE SETTERS’ WOOD & ALUMINUM turbine head—covers 4 
SAND’S-STEVENS SURFACE & LINE pl a 
Catalog A Request aa iiiaade S Al ES DIVISION 
SAND’S LEVEL & TOOL Co. Chisholm-Ryder Company, Ine. : 


Detroit, Mich. 3801 Highland Ave. Niagara Falls, N. Y. 











8631 Gratiot Avenue 





















ALWAYS NEEDED! 


py tee ESTABLISHED 
WHOLESALE SALES AGENTS 


HARDWARE Want One or Two 
HOUSES Giving Additional Products 


Names and Addresses; Capitaliza- As successful, established manufacturers’ agents, we 
tions; Lines Handled; Territories now contact jobbers, department stores, syndicates 
Covered; Number of Men Travelled; and other sales cutlets over entire country east of 
Names of Officers and Buyers. Rockies. Write, giving details, to either address: 


Useful for THE HOUSE OF CRANE 


PERSONAL SALES CONTACTS x iy 
Price $10.00 a Copy CREDIT DEPARTMENT Indianapolis, Ind. 
Closk wae Geter DIRECT MAIL WORK New York Office—500 Fifth Ave. 


HARDWARE AGE VERIFIED LIST 
239 W. 39th ST., NEW YORK, N. Y. 
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CLASSIFIED OPPORTUNITIES SECTION 





Positions Wanted Advertisements 
at special rate of one cent a word, mini. 
mum 50 cents per insertion. 

All Other Classifications 


Set Solid, Maximum of 50 words... .$3.00 


Each additional word............ 06 
All Capitals, Maximum of 50 words.. 4.00 
Each additional word............ .06 
Allow Seven Words for Keyed Address 
Boxed Display Rates 
See ee ecoecescese ccccccce c 85.00 
Rock additional inch..........+.+- 4.00 





Use this section to reach Hardware Manufacturers, Manufacturers’ Agents, 
Jobbers, Jobbers’ Salesmen, Retailers and Retail Salesmen 


e CLASSIFIED ADVERTISING RATES ¢ 


Discounts for Consecutive Insertions 
4 insertions, 10% off; 8 insertions 15% off. 
Due to the special rate, these discounts do 
not apply on Positions Wanted Advertise- 
ments 


eo 
REMITTANCE MUST ACCOMPANY ORDER 
Send check or money order, 
not currency. 


e 
HARDWARE AGE is published every other 
Thursday. Classified forms close 13 days 








previous to date of publication. 


NOTE 
Samples of Literature, Mer- 
chandise, Catalogs, etc., will 
not be forwarded. 


—_—  @— 
Address your correspondence and repiies te 
HARDWARE AGE 
Classified Opportunities Dept. 
239 West 39th St., New York City 








HELP WANTED 





WANTED SHEET METAL BUILDING 
PRODUCTS SALESMEN. Large manufacturer 
of sheet steel building products requires the 


services of several experienced salesmen to sell 
roofing, spouting, sheets, ceilings, etc. Terri- 
tory east of Chicago. In applying advise age, 
nationality, experience, territory covered. Our 
own organization knows about this advertisement. 


All replies held strictly confidential. Address 
Box C-448, care of Harpware Ace, 239 W. 
39th St.. N. Y¥. City. 





BUSINESS OPPORTUNITIES 


f 
It 


MERCHANDISE WANTED—I BUY FOR | 
cash small or large lots of manufacturers’ clos: 
outs, jobbers’ surpluses and any discontinued 
items in the hardware and harness line. Write 


me what you have to offer. Address Harry J. 
Epstein, 815 Central St., Kansas City, Mo. 


CASH FOR MERCHANDISE—CASH FOR 
tools, sporting goods, electric appliances, and 
what have you, in large or small quantities, new, 
used, shop worn, closeouts or manufacturers’ 
samples. We also want catalogues from manu- 
facturers selling direct. Address—F. Libby, 516 
East Broadway, Glendale, California. 








FOR SALE—ESTABLISHED HARDWARE 
IN Ohio town of 1000, inventory $6,500 and fur- 
niture, fixtures and equipment, with or without 
coal yard operated with hardware business. 
1936 sales over $29,500. Building for rent or 
sale. Owner wants to devote entire time to other 
interests. Address Box C-440, care of Harp- 


WARE Ace, 239 W. 39th St., N. Y. City. 





FOR SALE—A BRAND NEW hardware busi- 
ness, in one of the best towns in Florida, located 
in one of the best counties in the State. All 
the year round business. Stock and fixtures, ap- 
proximately $5,500. Reasonable rent. Owner 
must retire on account of lame leg. Address Box 
C-439, Care of Harpware Ace, 239 W. 39th St., 
N. Y. City. 





BRASS STRAINER CLOTH. CLOSING 
OUT all gauges and meshes 25% under market 
price. Good selection but subject to prior sale. 
Also several hundred dozen loop end springs 7 
in. long about same diameter as No. 2 screen door 
spring. Free sample on request. Address— 
Schreiber Brothers, 13168 S. Western Ave., Blue 
Island, Illinois. 





FOR SALE—LARGEST AND OLDEST 
hardware store in Everett, Washington—city of 
35,000 on beautiful Puget Sound, moderate tem- 
perature the year ‘round. Complete hardware, 
paint, and especially fine sporting goods stocks 
with exclusives on many nationally advertised 
products. Owner wishes to retire after forty- 
five years of business. Address—Julian A. 
Rickles, 409-32 Avenue, Seattle, Washington. 
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SALES REPRESENTATIVES WANTED 


SALES REPRESENTATIVES WANTED 








EXCEPTIONAL OPPORTUNITY 


FOR 
SALES REPRESENTATIVES 
Salesmen wanted acquainted with 


Hardware, Paint or Mill Supply Jobbers 
to sell paint for a nationally known 
manufacturer. Our proposition is new, 
revolutionary and enables the jobber to 
make more profit than heretofore. 

We are interested in getting a man who 
is thoroughly grounded in handling of 
jobbers, in soliciting jobber business and 
who is also capable of helping jobbers to 
build volume on his line, by working 
himself and with jobber’s men. 

If you feel you can qualify, write, giv- 
ing all details about yourself and your 
experience, with references. 
COMPENSATION—Salary and Bonus. 
Earnings will be governed only by 
salesman’s own ability. 

Previous paint experience not necessary. 
Opening for salesmen in several terri- 


tories. 
Address 


VITA-VAR CORPORATION 
46 Albert Ave., Newark, N. J. 


SALESMEN WITH FOLLOWING IN 
HARDWARE trade to sell as sideline nationally- 
known X- L cleaning products. Full cooperation 
and liberal commissions. Write—Furbish Process, 
Inc., 114 East 32nd Street, N. Y. City. 














TO SALESMAN 

now calling on 
HARDWARE, VARIETY AND GENERAL STORES, 
we offer a good staple side line of 10¢ 
and 25¢ paints on commission basis. 
Write, advising territory covered. 


Address Box - 432, eare of HARDWARE AGE, 
239 W. 39th St., N. Y. City. 


MANUFACTURER’S REPRESENTATIVE 
TO THE WHOLESALE and retail trade in 
Georgia, Florida and Tennessee for well-known 
lock manufacturer. Give complete information in 
your reply. Address Box C-445, care of HARDWARE 
AcE, 239 W. 39th St., N. Y. City. 





AGENTS’ WANTED. 


MANUFACTURERS’ 
heating pads; 


ELECTRIC WIRING devices, 
wholesalers, departments, chains, better retailers. 
State territory and trade. Prominent eastern 
manufacturer. Address Box C-446, care of Harp- 
WwaRE AcE, 239 W. 39th St., N. Y. City. 





SEVERAL GOOD TERRITORIES OPEN 
FOR experienced commission salesmen for line of 
mop sticks, oil heaters, lawn rakes, etc. In an- 
swering give details of lines you now handle, 
trade you call on and territory you cover. Address 
W. E. Kautenberg, Box 519, Freeport, Illinois. 





EXPERIENCED SALESMEN COVERING 
HARDWARE FIELD to add, commission basis, 
quality line hand tools and cutlery. Old estab- 
lished middle west manufacturer. Plan 1937 ex- 
pansion in Michigan, Ohio, Missouri, Pennsyl- 
vania and New York. Address Box C-449, care of 
Harpware AcE, 239 W. 39th St., N. Y. City. 





WELL-KNOWN, LONG ESTABLISHED 
FISH line manufacturer in New England desires 
representation in the states of Mississippi, Ala- 
bama, and Georgia. The line is an up-to-date one 
and commission of 10% will be paid. This is an 








SALESMEN: 
A RED HOT SUMMER ITEM. 


The finest insulated refrigerator picnic boxes 
for picnics, outings, fishing and auto trips. 
State lines carried and territory. 


Address The W. S. KRAUS COMPANY, 
Woodside, New York 











SALESMAN NOW SELLING HARDWARE 
PAINT trade carry sideline established manu- 
facturer’s paint brushes. Commission basis. Ad- 
dress—Lavid Linzer & Sons, 10 Astor Place, 
New York. 





TWO FULL TIME SALESMEN WHO are 
acquainted with hardware retail trade in greater 
New York to sell quality line of aluminum cook- 
ing utensils. Business already established in ter- 
ritory. An exceptional Proposition will be made 
to men selected. Reply giving complete informa- 
tion about yourself and past connections. Address 
Box C-443, care of Harpware Ace, 239 W. 39th 
St., N. Y¥. City. 





opportunity for a capable man to make a valu- 
able connection. Address Box C-438, care of 
Harpware Ace, 239 W. 39th St., N. Y. City. 





SALESMEN—TO REPRESENT OLD ES. 
TABLISHED saw manufacturer offering com- 
lete line of saws, including crosscut saws and 

d saws, to the hardware trade, opportunity to 
sell hardware jobbers and hardware dealers. Must 
travel most of time and have experience Selling 
hardware jobbing trade. Give full details in first 
letter stating age, education, lines now carried, 
territory cover and how often. Address Box 
oo are of Harpware Ace, 239 W. 39th St., 

ity 





OPPORTUNITY FOR MANUFACTURER’S 
AGENT. A reputable, long-established manufac- 
turer of garden insecticides wishes to arrange for 
representation in a few open sales territories. 
Products are known for quality, attractively pack- 
aged; nationally advertised, replete with dealer 
sales helps, carry extra liberal Perey margin for 
both dealer and wholesaler. tate fully your 
present connections and area serviced. This is 
a liberal and practical arrangement for the right 
sales agent. Address Box C-422, care of Harp- 
ware Aczg, 239 W. 39th St., N. Y. City. 
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SALES ACCOUNTS WANTED 


POSITIONS WANTED 





POSITIONS WANTED 





CANADIAN REPRESENTATIVE DESIRES 
ADDITIONAL NON-CONFLICTING lines. 
Will give good honest representation and thorough 
coverage. Send in your proposition to Box C-442, 
= of Harpware AGE, 239 W. 39th St., N. Y. 

ity. 





MANUFACTURER’S REPRESENTATIVE, 
WITH ESTABLISHEP WHOLESALE and 
large retail contacts in Philadelphia and adjacent 
territory, solicits an additional line. Commission 
basis only. Address Box C-447, care of HARDWARE 
AcE, 239 W. 39th St., N. Y. City. 


I WOULD LIKE TO REPRESENT a manu- 
facturer in the Metropolitan area, Brooklyn, and 
Bronx to call on wholesale hardware trade and 
large retail stores. I am quite familiar with hard- 
ware trade and have a good following. Address— 
P. Rollin, 30 West Broadway, N. Y. City, Tel: 
Barclay 7-1369. 








HARDWARE, TOOL MANUFACTURERS— 
ARE YOU represented in the world’s richest 
market—Metropolitan New York. Young ener- 
getic man with eight years of wholesale hard- 
ware experience, having contact with metropolitan 
jobbers, invites your offers. Desires standard 
— lines for jobbing trade only. Commis- 
sion basis. Address Box C-430, care of Harp- 
warRE AcE, 239 W. 39th St., N. Y. City. 





MANUFACTURER’S REPRESENTATIVE 
WITH EXECUTIVE EXPERIENCE and head- 
quarters in Detroit, Michigan, has a creditable 
following and an organization covering the lower 
peninsula of Michigan. Am calling upon the re- 
tail and wholesale hardware and department stores 
and the plumbing trade. Desires staple reliable 
manufacturers’ lines for this class of trade on 
which action is desired. Send circulars and de- 
scription. Strictly confidential. Address Box 
C-450, care of Harpware AcE, 239 W. 39th St., 
N. Y. City. 


POSITIONS WANTED 


SEWING MACHINE MECHANIC OPERAT- 
ING OWN shop wishes private employment. Age 
twenty-five, single. Address—Louis Linker, 2053 
Murray Ave., Pittsburgh, Pa. 











BUILDERS’ HARDWARE MAN EXPERI- 
ENCED MANUFACTURING, retailing and 
selling. Twelve years’ experience with largest 
manufacturers. Will locate anywhere. Age 35. 
Address Box C-444, care of Harpware AGE, 239 
W. 39th St., N. Y. City. 





CATALOG COMPILER, SEEKS A PER- 
MANENT position, thoroughly experienced in 
every phase of hardware catalog production. Ex- 
cellent references furnished, six years’ experi- 
ence; age 24 years, single, ready at any time. 
Address Box C-451, care of Harpware AGE, 239 
W. 39th St., N. Y. City. 


HARDWARE CLERK, TEN YEARS’ EX- 
ECUTIVE experience; expert door check me- 
chanic, salesman and buyer. Age 26, married, 
seeks position as clerk or manager of large retail 
or wholesale house in Metropolitan area. Address 
Sol Shapiro, 1105 Morrison Avenue, Bronx, N. Y. 
City. Tel: Tivoli 2-1105. 


SALESMAN, WELL ESTABLISHED WITH 
THE hardware, automotive and mill supply trade 
of New England, would like to secure employment. 
Free to travel; eight years with nationally known 
manufacturer. A producer of volume, with initia- 
tive and first-class references. Age—just past 
forty. Address Box C-441, care of Harpware 
Ace, 239 W. 39th St., N. Y. City. 


YOUNG MAN 25 WITH FOUR years’ experi- 
ence in retail hardware desires permanent connec: 
tion with retail hardware firm where future is 
definite opportunity. Well acquainted with most 
lines, good education, best of references as to 
character, experience, honesty; can locate any- 
where. Address Box C-437, care of HarpwarE 
AcE, 239 W. 39th St., N. Y. City. 


HARDWARE MAN WITH OVER TWENTY 
years’ experience in hardware, paints, kitchen- 
ware, etc. Over sixteen years’ experience buying 
and managing. Age 36 and married. Honest, 
reliable and capable. Would like to connect with a 
progressive firm either as salesman on the road 
or position inside. Address Box C-452, care of 
Harpware AcE, 239 W. 39th St., N. Y. City. 


HARDWARE MAN THOROUGHLY EX- 
PERIENCED IN retail and wholesale hardware, 
paints, sporting goods and kindred lines desires 
a position with responsible retail firm. Refer- 
ences. Capable of buying, bookkeeping and store 
management. In late forties and good health. 
Free to go anywhere. Middle West or South pre- 
ferred. Salary secondary. Address Box > 
— of Harpware AcE, 239 W. 39th St., N. Y. 

ity. 























A WELL-QUALIFIED WHOLESALE HARD- 
WARE office man seeks position. Twelve years 
with prominent eastern jobber, and for two years 
previous with marine hardware distributor. Effi- 
cient supervisor and _ systematizer; thoroughly 
trained and experienced in pricing, billing, quota- 
tions, phone orders, price service, and inside sales 
work and promotional details. Age 32. Location 
no factor. Address Box C-453, care of HarpwarE 
AcE, 239 W. 39th St., N. Y. City. 





Hardware Personnel 


Our files centain applications of several hundred ex- 
perienced and well trained employees in the ° 


ware industries. 
NO CHARGE TO EMPLOYERS FOR THIS 
pe — 


If we can be of a help to you, just phone 
ASSOCIATED PLACEMENT a 


152 West 42nd S ork City 
wis. . 1802, 1803 








YOU are looking for a man qualified by experience, 
acquaintance, personality, age, etc., to represent you. 
1 am looking for a position with a future where my 
experience in handling and soliciting the wholesale 
hardware jobbers and mill supply distributors from 
Maryland down through Oklahoma and Texas will 
be of value. 

WE should get together for our mutual benefit. 
Address Box C-435, care of HARDWARE AGE 

239 West 39th Street, N. Y. City 











AVAILABLE—CONTACT  REPRESENTA- 
TIVE to carry out plans and policies for the 
promotion of sales—to develop new channels for 
distribution. Practical merchandising experience. 
Successful sales record. _ Wide and_ intimate 
acquaintance in hardware field. Traveled exten- 
sively over the entire United States. Desires con- 
nection only with manufacturer. Salary second- 
ary to proposition offering stability and future. 
Address Box C-404, care Harpware Acer, New 
York City. 





SALES EXECUTIVE—NINETEEN YEARS 
SALES and executive experience, contacting 
wholesale, retail, department store, chain, syndi- 
cate, industrial and coal company store trade in 
Pennsylvania, Ohio, West Virginia, Maryland and 
adjacent territory. Now employed—-wishes change. 
Desire to handle one established line or specialty to 
which exclusive attention can be given, or will 
handle sales of small plant on percentage basis. 
Address Box C-454, care of Harpware AcGeg, 239 
W. 39th St., N. Y. City. 





BUILDERS’ HARDWARE MAN SPECTIAL- 
IZING IN detail work i in connection with contract 
jobs. Twelve years’ experience in same capacity 
with a leading manufacturer. Thorough knowl- 
edge of plan reading, take-offs, preparing sched- 
ules, master key and template work. Finest of 
credentials. Seeks an opportunity with a manu- 
facturer or large wholesaler. Salary secondary 
to opportunity. Single and can locate anywhere. 
Now in East. Know all lines although Russwin 
is preferred. Address Box C-429, care of Harp- 
ware Ace. 239 W. 39th St., N. Y. City. 








A “Classified Advertisement” In Hardware Age 
Will Be Read By the “Class” 


Send your copy with remittance to— 


FEBRUARY 25, 1937 


HARDWARE AGE 


CLASSIFIED OPPORTUNITIES DEPT. 


239 West 39th St., (4 Chilton Publication) New York, N. Y. 


® 


A.B.C.—Charter Member—A.B.P. Inc. 





You Want to Reach— 


For securing desirable Sales Representatives, Sales Accounts, or for Busi- 
ness Opportunities of any kind use the Classified Opportunities Section 
of Hardware Age, which covers the Hardware Trade thoroughly. 


Hardware Age will tell your story to the right “CLASS” — reach the 
greatest number of Hardware readers of any hardware paper and is noted 
for securing quick, tangible RESULTS for its advertisers. 
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To make your annual inventory taking an 
easier, surer job, we asked 1,000 leading retail 
hardware dealers to help us design a new 
HARDWARE AGE Inventory Record Sheet. 


From the many suggestions we received, a 
new sheet was designed—in a new size and form 
to sell at a new low price—200 sheets for only 
$1.25, which includes postage. As these sheets 
are printed on both sides of good white bond 
paper, this means you really get 400 pages of in- 
ventory record sheets. Each page has room for 
28 items. Your $1.25 investment provides inven- 
tory space for 11,120 items. 


During the past years, thousands of retail hard- 
ware dealers and wholesalers have used mil- 
lions of HARDWARE AGE Inventory Sheets be- 
cause they found them simple, convenient and 
handy to use. This new form is the best ever— 


FEBRUARY 25, 1937 












































Actual size of sheets 9%, by 12 inches 


over all; writing area 8, x 11% 
inches. Sheets printed on both sides 
of good white bond paper, with 28 en- 
try lines on each side. Price $1.25 for 
200 sheets (400 pages). 


Simplify Your Stock Taking with the WHITE 
CONDENSED HARDWARE AGE INVENTORY FORM 


it’s even more simple, more convenient and 
easier to use. Our entire effort was directed to- 
ward making your annual inventory taking an 
easier and surer undertaking. 


These new HARDWARE AGE Inventory Sheets 
will fit the HARDWARE AGE Inventory Sheet 
Binders which are used by thousands of dealers 
who reorder their HARDWARE AGE Inventory 
Sheets year in and year out. 


Due to the exceptional low price at which 
these sheets are sold and which applies to the 
United States and its possessions only, please 
have your money order or check accompany 
your order. Use the coupon below to order 
your supply today and make your inventory 
taking this year easier and surer with these 
sheets. 


wennenennennnesennsaecnsseeeee==USE THIS COUPON...........-...-.----2220eeeee00- 


HARDWARE AGE, 
239 West 39th Street, New York, N. Y. 


Gentlemen: 
Here is my $... . Please send me ........ hundred white HARDWARE AGE Inventory Sheets (200 for $1.25, 
which includes postage). Also send me ........... Binders (50c each). Send these to me by return mail. 
Ae PIO er een I EE IIa re I oe Sicth sciasis.d 255 aids, sabe ow enpre a bea immerse Sain oalaeale 
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One olL RANGE 
RANGES RANGES HEATERS BURNERS 


FLORENCE [ees STOVE CO. 


GARDNER, MASS. KANKAKEE, ILL. 
NEW YORK, CHICAGO, BOSTON, ATLANTA, DALLAS, DETROIT, SAN FRANCISCO 





Increase dime sales WITH THIS NEW ALL-METAL 
REVOLVING DISPLAY CABINET... . . i FREE! 


With an order for only 72 window 

front packets of Moore Push-Pins, 

glass and aluminum heads, and push- 

less hangers, you can receive absolutely 
free, this new, attractive revolving dis- 
play cabinet . . . Dealers everywhere have 





told us that sales literally jumped the 
day they placed it on their counter. 
Start this very day to increase your 
dime sales...order from your jobber. 


MOORE PUSH-PIN CO. 
113-125 Berkley St., Phila. 











To completely satisfy your customers, ask your jobber for COLUMBIAN 
Tape-Marked. You can tell it by the Tape-Marker in all sizes and 
the red, white and blue surface markers in %4 inch diameter and larger. 


Columbian Rope Company, Auburn, “The Cordage City”, N.Y. 


WATERPROOFED - GUARANTEED 





M'KINNEY 


MANUFACTURING CO. PITTSBURGH,PA. 


PREFERRED FROM COAST TO COASTA 
A PROFITABLE LINE FOR YOU 


DESIGNERS «c/ MANUFACTURERS of BUILDERS HARDWARE 


Most imitated nozzle on 
the market — that’s the 
Boston Nozzle. Never 
equalled in quality. 
i Simple. Substantial. 
Fastest seller anywhere. 
Mi Each Nozzle packed in 
a separate carton. 12 car- 
oa _ tons in full color 
7a lithographed dis- 
play packages. 


THE 
BOSTON 
NOZZLE 


BOSTON WOVEN HOSE & RUBBER CO., Cambridge, Mass. 


h 134 STON: 
NOZZLE 











The items below are 
all big sellers: 


SLIDING DOOR HANGERS 
SLIDING DOOR RAIL 
GARAGE HARDWARE 

DOOR LATCHES 
SCREEN HARDWARE 

STRAP AND TEE HINGES 

HALF SURFACE BUTTS 


HARDWARE 


we all the specifications of 
exacting builders. Acomplete 
line; modern in design and built of 
the finest materials. 


A catalog presenting the facts 
awaits your request. 


MORTISE BUTTS 
ORNAMENTAL HINGES 
CUPBOARD TURNS 
SASH LOCKS 
SASH LIFTS 





National Manufacturing Co. 
STERLING «. ILLINOIS 

















Genuin° MOMES ¥ SILENCE 


SLIDE SILENTLY - SOFTLY- SMOOTHLY 
AOFSET-1OTSET- 10" S817 SAVE FURNITURE 
ae & FLOORS-CREATE QUIET 
Look for words DOMES ef SILENCE” 


ee NOISELESS FOR TILE 
CEMENT OR MARBLE FLOORS IN 
BATH ROOMS, RESTAURANTS, ETC. 


LARGE SIZE FOR METAL & WOOD BEDS 
LARGE CHAIRS & ALL FURNITURE... 


Ask your Jobber— 
If he is not supplied, write to 


DOMES of SILENCE Inc., 35 Pearl St. N. Y. C. 
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MAKE THIS GREAT NEW ALLEN AIR-SEAL RANGE 


THE YEARS “AL /-S7AR” SELLER 


“AIR-SEAL BODY” — that’s the big 


























NEWS in range progress .. . the feature FOR BIGGER HEATER PROFITS 
eesoniee : SELL PATENTED ‘Disected Heat” 


that is winning hundreds of buyers daily 
? To its unmatched efficiency in heating by natural air cir- 
to this marvelous new Allen Range. Two- culation, ALLEN now adds “Directed Heat” . . . most 


. ‘ ‘ sensational heater improvement in a generation. Here’s 
wall construction, with dead air space flexibility of heat 


between, provides the simplest, most control never before Wee ‘oh 
known; comfort LEN’ 
ractical insulation known. heretofore impos- t Ly 's DU 
sible. Warms floors H PATENTED, a 
and corners not BIR ronsé 
AIR-SEAL holds the heat in the oven; reached by circula- 
tion. 


A finger touch moves 
, ‘ Directors from closed 
over-heating of kitchen; protects the position to any angle 
’ : up to horizontal (wide 
beautiful enamel finish. open). All Directors 
move together, with 
one control. No other 
Only ALLEN offers this remarkable im- cosk-woed heater can 
offer this astonishing 
‘ , ‘ feature. Write tod 
provement... this big selling advantage. io Midesia’ coulis 


And AIR-SEAL is but one of 19 great tg og —— 
features built into this new Allen master- ONLY THE 


piece .. . the finest, most complete and ALLEN HEATER 
HAS IT! 


speeds oven heating; saves fuel; prevents 











most serviceable range money can buy. 
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ALLEN MANUFACTURING COMPANY 


69 Years of Service NASHVILLE, TENNESSEE 
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ESTABLISHED 1843 
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MOND EDGE Tool Line is Complete 
ASK OUR SALESMAN TO SHOW YOU OUR FULL LINE 
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DIAMOND 


RADE MARK 


1775. 
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DIAMOND EDGE IS A QUALITY PLEDGE 


EVERY USEFUL 
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